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Rough Proofs 


Radio owes a debt of gratitude to 
the politicians—after their broad- 
casts the regular programs sound so 
much better. 

? 2 F 
“Coffee men to show value of 
stronger brew.” 
They are not the only ones whose 
pest efforts are being dedicated to 
the promotion of this idea. 

7 Vt Ff. 
Kenneth Collins, of Macy’s, is go- 
ing to start a general advertising 
agency. Rough Proofs will be glad 
to recommend it, provided Margaret 
Fishback is head of the copy depart- 
ment. 

A 2 
The Hammond Clock Company is 
offering a bridge table that shuffles 
and deals. But what bridge really 
needs is an automatic device that 
will remark after every hand has 
been played, “Too bad you didn’t 
take that finesse, partner.” 

ia 
A Buffalo advertising man has 
joined an agency, “in charge of re- 
search and assistant account execu- 
tive.” There are plenty of account 
executives, as well as their assist- 
ants, who ought to be taken in 
charge, if you believe the space sales- 
men. 

2 F 
“Before prohibition,” explains the 
Prima Company, “fifty-seven brew- 
ergs opensie 4. th? Chieage area— 
today there are but seven.” r 
Not counting Al Capone’s. 

> 2 oe 
“Grocers Dine on Advertised Food 
Products.” 
At last it has been discovered 
that the grocers have a personal as 
well as a business interest in groc- 
eries. 

vv¥seey 
An advertising agency has devised 
a broadcasting apparatus for store 
use, to hammer the advertising mes- 
sage home right at the point of pur- 
chase. This is guaranteed to crush 
either sales resistance or the sales 
resistor. 

* VF F 
The harassed citizen who tries to 
escape from the voice of the loud 
speaker is beginning to believe that 
the public library is the only haven 
where silence is appreciated at its 
true value. 

vv¥seee?’ 
“Put the milk-pitcher back on the 
table,” is the slogan of the National 
Dairy Council. 
The brewers are willing to okey 
the idea, provided they may retain a 
mental reservation as to the contents 
of the pitcher. 

—s + 
Kaufmann & Fabry have installed 
a large photograph, 35 by 20 feet in 
dimensions, in the administration 
building of the Chicago world’s fair. 
This is unfortunately going to be 
too suggestive to politicians, movie 
actors and others who are in love 
with their own faces. 

Ve FT FY 
St. Nicholas celebrated its sixtieth 
birthday by sending beautiful little 
birthday cakes to its friends and 
admirers, After sampling the cake, 
Rough Proofs anticipated many 
happy returns of the day. 

vvseegyV 
Edgar Kobak, president of the 
Advertising Federation of America, 
has made a swing into the South- 
west and other points remote from 
New York headquarters. It is rum- 
ored that his journey was more suc- 


A. N. A. READY 


FOR ATLANTIC 
CITY MEETING 


“Plain Talk” to Feature 
Annual Sessions 


New York, Nov. 10.—A “plain talk” 
privilege extended to speakers and 
the provision made for informal con- 
tacts between members and guests 
are being viewed as extra induce- 
ments to attend the 23rd annual 
meeting of the Association of Na- 
tional Advertisers, at the Ambassa- 
dor Hotel in Atlantic City Nov. 16-18. 

Despite the fact that all Wednesday 
and Thursday sessions will be closed 
to non-members, except the reception 
to the new president Thursday eve- 
ning, an unusually large number of 
guests will be present, it was learned 
at the association’s headquarters here 
today. They will be welcomed to 
the Thursday evening function and 
to four interesting sessions on Fri- 
day, including the luncheon meeting 
and the banquet in the evening. 

The president’s reception, a new 
feature, was planned to give mem- 
bers and guests an opportunity to 
get-acquainted as human beings with 
the mew.oificers. and each other, as 
well as to engage in intimate group 
discussions of common problems. 


Young to Speak 


Particular attention will be drawn 
to the addresses of James W. Young, 
professor of business history, Uni- 
versity of Chicago, who will speak 
at the Wednesday luncheon, and Dr. 
Miller McClintock, director of the 
Erskine Bureau for Street Traffic Re- 
search, Harvard University, on 
Wednesday afternoon. 

Professor Young will discuss for 
the first time his plan of conduct- 
ing a study of agency compensation, 
an undertaking for which he was re- 
cently retained by an informally or- 
ganized joint committee of leading 
national advertisers, publishers and 
agencies. 

Dr. McClintock will release the first 
report on the study of outdoor adver- 
tising made through a fellowship es- 
tablished jointly by the Association 
of National Advertisers and the Out- 
door Advertising Association of 
America. 

Another new feature will consist 
of talks by successful small retailers, 
who will describe the kind of na- 
tional advertising they think is the 
most helpful to them. 

The reports of Lee H. Bristol, pres- 
ident of the association and vice- 
president, Bristol-Myers Co., and Paul 
B. West, managing director, will open 
the meeting Wednesday morning. 

They will be followed by H. A. Bat- 
ten, vice-president, N. W. Ayer & 
Son, Philadelphia, whose subject is, 
“Sell More Goods—the Challenge to 
Copy.” 

In the afternoon, Carl Percy, presi- 
dent of the New York firm of that 
name, will discuss, “Increasing Prof- 
its Through Better Use of Window 
Displays,” preceding Dr. McClintock. 
The election will conclude the after- 
noon’s activities, and a radio meet- 
ing will be held in the evening. 


Speak at Thursday Session 
The first dealer to state his views 


‘General Electric to 


Seek Public Opinion 
on Radio Advertising 


New York, Nov. 10.— With the 
three-fold purpose of drawing pros- 
pects into dealers’ stores, creat- 
ing good will, and developing new 
ideas for radio broadcasts, the mer- 


sions, and each having its own win- 
ners and its own set of prizes. 
Broadcasts will be on the air every 
evening except Wednesdays and Sun- 
days during the entire four weeks of 


‘Heywood Broun, who will conduct the contest, raids a refrigerator 
in the General Electric kitchen, Cleveland 


chandising divisions of General Elec- 
tric Company will inaugurate a radio 
contest on “How Advertising Over 
the Radio Can Be Improved,” over a 
national NBC network, Nov. 21. 
While General Electric Company 
confidently expects its unusual con- 
test to draw a record volume of re- 
sponses from listeners who have been 
awaiting an opportunity to express 
themselves on this subject for many 
years, the contest will likewise re- 
ceive much attention from other ad- 
vertisers, who will be just as deeply 
interested in learning what the pub- 
lic thinks of advertising over the air. 
Since it is not expected that com- 
plete results of the contest will be 
released to the public, radio adver- 
tisers will be constrained to follow 
subsequent G-E radio presentations 
closely in an effort to discover how 
the broadvasts have been changed 
to accord with the public’s ideas. 
The contest, which will run four 
weeks, will be divided into four 
parts, each sponsored by one of Gen- 
eral Electric’s merchandising divi- 


the contest, with merchandise prizes 
totaling approximately $1,000 in 
value being awarded for each week’s 
winners. 

The first week of the contest, from 
Nov. 21 to Nov. 26, will be sponsored 
by the Hotpoint Range Division, and 
25 prizes, consisting of Hotpoint 
ranges and other products of this 
division, will go to winners. 


Other Divisions 


The Refrigeration Division will 
carry on its contest during the sec- 
ond week, with six refrigerators as 
prizes, and the Appliance Division 
will sponsor the third week of the 
contest, distributing 29 prizes. 

The contest will wind up the week 
of Dec. 12-17 under the sponsorship 
of the Lamp Division, which will de- 
part from the prize distribution 
plans of the other divisions by pro- 
viding a total of 104 prizes, many of 
which will be cash. 

Heywood Broun, well known col- 
umnist, will conduct the contest, 


(Continued on Page 8) 


Last Minute News Flashes 


Elliott Roosevelt Finds Result Satisfactory 
New York, Nov. 11.—“Entirely satisfactory,” is Elliott Roosevelt’s com- 


ment on the election. 


The young agency man, son of the president-elect, 


recently resigned as vice-president of Kelly, Nason and Roosevelt, Inc., to 
specialize in research and marketing with the Paul Cornell Co. 


General Motors in One-Shot Drive 


Detroit, Nov. 11.—General Motors will use full pages in newspapers in 


more than 100 cities Sunday, Nov. 13, to announce a radical new ventila- 


tion system for closed cars in all 1933 models. 


Radio will also be used 


Monday night, this publicity being all that General Motors will give the 


system, although individual cars will tie in later with magazine copy. 


Seek Local Tie-Ups for Gas Range Campaign 


ADVERTISING TO 


BENEFIT FROM 
RETURN OF BEER 


Increased Appropriations Are 
Promised 


New York, Nov. 10.—The prospect 
of advertising of foreign beers in the 
United States, as the result of the 
national election and the possible 
speedy revision of the Volstead act, 
is becoming very bright. 

The London correspondent of the 
New York Times sent the following 
dispatch: 


“Distillery and brewery, shares 
were bought greedily when the stock 
market opened and remained active 
in an advancing market throughout 
the day. 

“At the same time the brewers 
made plans to send agents to the 
United States and advertise their 
products when the expected change 
occurs. 

“H. C. Vickery, secretary of the 
Allied Brewery Traders’ Association, 
expressed the belief today that the 
Americans would buy big quantities 
of English beer and ale, despite their 
former allegiance to 1agef beer of the 
German variety. 


Will Be Bottled Here 


“Many Americans have acquired a 
taste for English beer, and despite 
prohibition it is being exported to 
the States now. I know people who 
drink it regularly on the other side. 

“The liquor we export will be pas- 
teurized beer—that is, without sedi- 
ment. It will go over in bulk and be 
bottled in America.” 

The German correspondent of the 
Times reported the attitude of brew- 
ers of that country as follows: 

“Munich is rejoicing wholeheart- 
edly over the news from America. 
She sees bock beer posters again 
along Broadway, and is prepared to 
work overtime gladly to quench 
American thirst. Germany is anxious 
to begin the shipment of German 
beer to the United States without 
delay.” 


Offer Copy in Detroit 


Detroit, Mich., Nov. 10.—Whether 
repeal of the Michigan state prohibi- 
tion law by popular vote Tuesday will 
alter the status of Canadian liquor 
and beer advertising in Michigan 
newspapers has become the rife ques- 
tion among local advertising man- 
agers and Windsor, Ont., agencies 
this week. 

Recently copy for British-American 
Brewing Company, Ltd., Windsor, 
was offered to Detroit newspapers by 
Walsh Advertising Company, Ltd., 
also of Windsor. All papers, except 
the former Mirror refused, and the 
Mirror withdrew the advertisement 
after one insertion. Although the 
advertisement did not offer the pro- 
hibited product for sale, and only 
invited Detroiters to visit the com- 
pany’s plants when in Windsor, news- 
papers were warned by federal au- 
thorities that publication would be 
met with drastic action. 

The question is whether state re- 
peal will alter the viewpoint of fed- 
eral authorities as far as advertising 


here is concerned. 

Otis Morse, advertising manager of 
the Free Press, said he doubted 
whether his paper would accept copy 


Detroit, Mich., Nov. 11.—The range division of the American Gas As- 
sociation is holding a series of meetings in key cities to arrange for local 
tie-ups for the national campaign to break in February. Campbell-Ewald 
Company is in charge. 


on national advertising will open the 
Thursday morning session. He will 


(Continued on Page 8) 


cessful than some other recent presi- 
dential jaunts. 
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November 12, 1932 


even now. If, however, the Free 
Press does decide favorably, he said, 
it would first make sure of federal 
permission before publication. The 
Times was substantially of the same 
opinion. 

H. C. Patterson, advertising man- 
ager of the News, declared definitely 
that the News would not take copy 
unless the Volstead Act, itself, is re- 
pealed. “Then,” he added, “we will 
take all we can get.” 

The Walsh agency said its appro- 
priation for British-American for 
1932 was exhausted, and that it 
would take no definite steps until 
next year. 


Gobble Pittsburgh Stock 


Pittsburgh, Nov. 9.—An_ initial 
offering of 50,000 shares of common 
stock of Fort Pitt Brewing Company 
was subscribed for just two hours 
after it was placed on the market, 
the company announced yesterday. 


Milwaukee Prepared 


Milwaukee, Wis., Nov. 10.—The fa- 
mous old breweries of this center of 
the beer industry are prepared to 
withstand any foreign invasion of the 
beer market if sale of this beverage is 
legalized. 

Pointing to the difficulty of making 
any settled plans for advertising or 
merchandising until the question of 


FOSTER & 
DAVIES Inc. 


prepared these 
highest rated ads 


Advertiser: Mazda 


Advertiser: fae 


amps Lamps 
Agency: Foster & Agency: Foster & 
Davies Inc. Davies Inc. 
Space: Black& White Space: % Page Black 
Page & White 
Attention Value: Attention Value: 
35% better than 85% better than 


aveage page average page 


Erroneously Listed 
Last Week as the Work 
of Another Agency 


TTENTION to Liberty’s 
error in incorrectly having 
listed the agency responsible for 
the above advertisements is particu- 
larly desirable since: 


1. Not only were they found by the 
investigators of Percival White, Incor- 
porated, to be among the six leading 
advertisements in point of attention 
value and real, seen circulation, out 
of all advertisements published. in all 
three leading weeklies during the week 
studied, but— 


2. They represented two out of the 
only three black-and-white advertise- 
ments included in the six highest (the 
remainder were four-color, special 
position advertisements) and— 


3. They were the only run-of-paper 
advertisements included in the six 


highest group (the other black-and- 
white vertisement occupied special 
position) and— 


4. One of them was a half page ad- 
vertisement—the only less than full 
page unit enjoying great enough 
reader attention to be included among 
highest rated ads of the week and one 
of the few less-than-full-page units to 
be so honored during the entire twen- 
ty-six weeks of the Percival White, In- 
corporated, Reader Interest Suveys. 


LIBERTY 


America’s Best Read Weekly 


legal control is definitely settled, F. 
M. Gabel, vice-president, Blatz Brew- 
ing Co., asserted: 

“We have for many years main- 
tained a considerable schedule of 
newspaper and outdoor advertising, 
and there is no doubt at all that we 
shall continue this type of adver- 
tising in the future if the sale of 
beer is legalized, probably on a much 
larger scale. We may also decide to 
use other forms of advertising— 
radio, car cards, electric signs, etc.” 

W. H. Kraft, general manager, 
Miller Brewery, predicted a marked 
increase in employment by his firm, 
and greatly extended activities. 

S. E. Adams, general manager, 
Schlitz Brewing Company, and Fred 
Pabst, president, Pabst Corporation, 
also indicated that activities will be 
extended greatly if beer is legalized. 

The latter company is said to have 
the groundwork for an intensive ad- 
vertising campaign already prepared, 
so that it will be ready to shoot with- 
out loss of time if the law is 
amended. 


All Will. Advertise 


Chicago, Nov. 10.—Reports to Apb- 
VERTISING AGE from important brew- 
ers throughout the country indicate 
that while the majority prefer to 
keep their plans flexible enough to 
meet any contingencies which may 
arise from changes in the prohibition 
laws, increased appropriations for 
advertising may be expected in al- 
most every case. 

William Ostner, president, Jax Ice 
& Cold Storage Co., Jacksonville, 
Fla., sums up the opinion of the ma- 
jority thus: 

“All we can say is that we are go- 
ing to advertise—how and how much 
we do not know at present.” 

Alvin Griesedieck, vice-president 
and secretary, Falstaff Corp., St. 
Louis, reports that the extent of the 
company’s advertising “will naturally 
depend somewhat upon the restric- 
tions covering the sale of beer, and 
we have therefore preferred to leave 
the matter open until a later date.” 

Ferdinand Peters, president, Cold 
Spring Brewing Co., Cold Spring, 
Minn., indicates that cellar capacity 
is being increased 35 per cent imme- 
diately, and that if beer comes back 
at least $100,000 will be invested in 
plant and equipment. 

R. J. Schaefer, president, F. & M. 
Schaefer Brewing Co., Brooklyn, also 
adopts an attitude of “watchful wait- 
ing,” while A. L. Curtze, president, 
Erie Brewing Co., Erie, Pa., points 
out that if the system adopted fol- 
lows that used in Ontario, where al- 
coholic beverages are sold only in 
government liquor stores, no adver- 
tising at all will result. 


General Foods’ Agency 
Created Jell-O Carton 


The new Jell-O package was cre- 
ated by the art staff of Young & 
Rubicam, Inc., New York, which di- 
rects advertising of this product for 
General Foods Corporation, New 
York. ; 

It was erroneously reported in the 
November 5 issue of ADVERTISING 
AGE that the package was designed 
by Arthur S. Allen. 


Make Refrigerators 


Liberty Refrigeration Corporation 
has taken over the refrigeration de- 
partment of Liberty Tool & Gage 
Works, Providence, R. I., and is 
manufacturing a complete line of 
household and commercial electric 
refrigerators. Edwin H. Arnold is 
president and treasurer of the com- 
pany; James H. Readio, Jr., vice- 
president, and Ralph M. Greenlaw, 
secretary. 


Davis Planned Campaign 


W. H. Davis, Advertising, Ashe- 
ville, N. C., prepared the institutional 
booklet for Biltmore Dairy Farms 
which won first prize at the recent 
exhibit of milk dealer advertising in 
Detroit, as reported in the Oct. 22 
issue of ADVERTISING AGE. 


To Publish Bulletin 


Following a survey which indi- 
cates a demand for more printed mat- 
ter about New Orleans, the Associa- 
tion of Commerce has decided to sup- 
ply tourist agencies throughout the 
country with a semi-monthly tourist 
bulletin. 


ADVERTISING IS 
BACK-BONE OF 
RELIEF DRIVE 


New York, Noy. 10.—The prompt, 
whole-hearted co-operation exhibited 
by all advertising interests in sup- 
porting the welfare and relief mobil- 
ization campaign has drawn warm 
praise from Newton D. Baker, chair- 
man of the national citizens’ commit- 
tee directing the charitable task. 

The spearhead of the welfare drive 
is the advertising campaign which 
opened last month and which will be 


4 SHE NEVER HEARD OF » 
ae FOR A * day 


WELFARE AND RELIEF MOBILIZATION FOR 1912 


continued throughout the winter. By 
this means the country is apprised 
of the objective of raising funds lo- 
eally for local relief, all sections of 
the country are being informed with 
respect to the needs of the people 
during the concluding days of the 
crisis, and the amount of personal 
effort needed to obtain contributions 
is greatly lessened. 

The publication copy is being pre- 
pared by seven leading national agen- 
cies, Batten, Barton, Durstine and 
Osborn, Inc., Erwin Wasey & Co., J. 
Walter Thompson Co., Lord & 
Thomas, Inc., N. W. Ayer & Son, 
Young and Rubicam and the Black- 
man Co. 


1,200 Publications on List 


It is appearing in more than 1,200 
magazines, daily and weekly news- 
papers and business papers in large 
space donated by the individual pub- 
lishers. Mats and plates were fur- 
nished by the National Publishers 
Association at its own expense. 

The National Broadcasting Com- 
pany and the Columbia Broadcasting 
System are contributing a series of 
Sunday night broadcasts, featuring 
nationally known musicians and mu- 
sical groups. 

Theater circuits, including Para- 
mount Publix, Warner Brothers, Ra- 
dio-Keith-Orpheum and Loew’s, have 
agreed to exhibit local community 
fund trailers at the time communi- 
ties are holding their campaigns for 
welfare and relief funds. News reel 
pictures depicting events connected 
with the mobilization have been pre- 
pared by Paramount, Hearst, Fox and 
Pathe. 

The Outdoor Advertising Associa- 
tion of America has secured billboard 
space making it possible to secure 
10,826 posters. Poster copy was pre- 
pared by Outdoor Advertising, Inc. 

The fifteen tons of paper for the 
posters were furnished by the West 
Virginia Pulp and Paper Co., S. D. 
Warren Co., New York .and Penn- 
sylvania Co. and the Everett Pulp 
and Paper Co. The 3,000 pounds of 
ink necessary were contributed by 
the National Printing Inks Co., Ltd., 
and the Fuchs and Lang Division, 
General Printing Corp. 

The lithography was donated by 
Western Lithograph Co., Gugler Lith- 
ographic Co., Continental Lithograph 
Co., Morgan Lithograph Co. and Mc- 
eandish Lithograph Corp. 


Joins “Extension” 
Irving Lesher, formerly in the Chi- 
cago office of Paul Block, Inc., and 
before that with Gentlewoman, has 
joined the advertising staff of Ez- 
tension Magazine, Chicago. 


Hutchins Urges 
Advertising by 
Plastics Group 


New York, Nov. 9.—In order to 
develop a broad and sustained de- 
mand for plastic moulded compounds, 
the plastic industry should seek 
public recognition through advertis- 
ing, L. W. Hutchins, Sheldon, Morse, 
Hutchins & Easton, marketing coun- 
sellors, asserted before a meeting of 
the New York Custom Moulders Rep- 
resentatives today. 

“Though practically everyone uses 
daily articles made of plastic com- 
pounds nine out of ten have not the 
slightest idea of what material these 
articles are made,” said Mr. Hutch- 
ins. “There is not even a name by 
which this material can be called. 

“The plastics industry has failed 
to do the most elementary thing 
that must be done in order to create 
a demand for its products—create a 
word by which the product can be 
demanded and endow that word with 
desire-arousing attributes,” he stated. 
After the industry as a whole has 
won public recognition, it is easier 
for the various members of the in- 
dustry to secure acceptance for their 
products, he pointed out, and he sug- 
gested that the industry as an or- 
ganized body should take steps to 
secure such recognition. 


G. E. to Market 
Blade Sharpener 


General Electric Company has in- 
troduced an electric motor-driven 
sharpener for razor blades. 

The device will sharpen any dou- 
ble-edged blade. 


Open Seattle Office 


Gilman, Nicoll & Ruthman have 
opened an office in Seattle to serve 
the Pacific northwest states. This is 
the sixth office of the organization. 


Ipswich Mills Appoint 
Richardson, Alley & Richards Co., 
New York, has been appointed by 
Ipswich Mills, Inc., Gloucester, Mass., 
silk hosiery. 


‘DIGEST POLL IS 
PROVED ACCURATE 


New York, Nov. 10.—The result of 
Tuesday’s presidential election dem. 
onstrated the amazing accuracy of 
the poll conducted by the Literary 
Digest. The final tabulation made by 
the magazine a week in advance of 
the election was 99.6 per cent ae. 
curate. 

The final result of the poll, pub- 
lished in the Literary Digest Nov. 5, 
gave Mr. Roosevelt 474 electora) 
votes. He actually received 472. 

The magazine’s work was closely 
observed by sales and advertising 
men, who saw in it a practical dem- 
onstration of research methods. The 
vote was purely voluntary, ballots 
being delivered and returned by mail. 
Ballots were returned by 3,064,497 of 
the 20,000,000 who received them. As 
about 40,000,000 votes were cast in 
the election, it was determined that 
a cross section of seven per cent is 
ample to secure accurate findings. 

The Literary Digest conducted its 
first presidential poll in a small way 
in 1896. The first poll on the scale 
of this year’s was made in 1924. The 
service was repeated in 1928, both 
polls giving results with almost per- 
fect accuracy. 

The publication has made three in- 
vestigations of wet and dry senti- 
ment, that of this year being pre- 
ceded by others in 1930 and 1922. 
The results in 1930 and 1932 show 
that the country is decidedly wet. 
The trend toward repeal or modifica- 
tion was pronounced between 1922 
and 1930, but the wets have made 
but slight gains in the past two 
years. 


Starts Heath Studios 


Robert Heath, advertising artist, 
has organized Heath Studios at 41 
Burroughs Ave., Detroit. 


Daily Discontinued 
Bee-Messenger, Phoenix, Ariz., has 


been discontinued. 
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ABOUT this time last fall, The Literary Digest 
tackled the selling problem for 1932 and laid 
sound and far-reaching plans to increase the 
energy of its advertising pages. 


Already, The Digest interested a great group 
of solid, open-minded citizens, ready to buy 
and able to pay even in times of economic stress 
—good prospects for practically anything. 


To make it easier for advertisers to reach 


T H E 


SOU NDIN 6 =- 
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THE 1932 PROBLEM 


TO MAKE THIS A YEAR OF 
RESULTS TO ADVERTISERS 


Solved | 


WITH BETTER DIRECT RETURNS 
NOW THAN IN BOOM TIMES... 


this audience, we first reduced rates a flat 257% brought 11,602 inquiries” (ink )—and so on. 
on all space, effective January 1. (Other week- 
lies made cuts of only 10%—and nine months 


later. ) 


For many, many kinds of products and serv- 
ices, the story is the same. Returns per dollar 
invested have gone up, costs per order come 
down. Doesn’t this success, in the face of obvi- 
ous obstacles, suggest that we have made 1932 
a Digest year? Doesn’t it make you curious 
about our plans for 1933? . . . Investigate. 


To give Digest advertising more work and 
longer hours, we created The Advertising 
Guide, thus increasing coverage and extending 
utility. (See note. ) 


To enlarge and vitalize public interest, we 
ran two colossal polls (Prohibition and Presi- 
dential) — each a 20,000,000 ballot test of 


national sentiment. 


eee. 


Vm 


| 
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To keep The Digest always fresh in mind, 
we advertised its special services, steadily and 
strongly, using display cards in street-cars and 
airplanes, news broadcasts, letters and publica- 
tion advertising. 


And how did the plan work out? First, with 
reduced rates, advertisers found their cost-per- 
inquiry going down—and thanked us, in no 
uncertain terms. Then, many found The Digest ay 
bringing better total returns than during boom ex 
times. Not in years have we had such wide- , 
spread appreciation and applause. 2 


The “Advertising Guide” lists Digest advertisers, sum- 
marizes their messages, mentions booklet and sample 


We mean comments like these: “Over 5670 
inquiries from the page” (insurance )—“Brok- 
en all previous records . . . 2100 inquiries in a 
single day” (resort) —“‘Inquiries for less than 
half the average cost” (soap )—“7392 coupons 
from a single column, each with 10 cents for 
sample” (mouth-wash )—“The double column 


offers, refers to page and issue—preaches quality—pulls 
extra inquiries. Every month The Digest advertises your 
advertising in this way without cost to you. About one 
million guides have been mailed this year to Digest re- 
newal subscribers and book buyers . . . May we send you 
specimen copies? 
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There’s Still Plenty to Learn About 
Advertising 


Twenty-five years ago most dis- 
cussions of advertising dealt with 
the purely technical phases of the 
subject — copy, art, mediums. Then 
we swung into a period in which 
technical problems were subordinated 
to the big question of markets and 
how to reach them. The need for 
additional information on this sub- 
ject was so evident that for a time 
it subordinated all other questions. 

While there is still much to be 
learned about markets, it is interest- 
ing to note that the trend of study 
is swinging back again to the basic 
elements of which advertising is 
composed. And we have discovered 
that the surface of advertising 
knowledge has only been scratched. 

What, for example, do we know, 
in any scientific way, about copy 
appeals? Who can write an adver- 
tisement, in which a direct, mail- 
order result is desired, and tell 
whether it will pull, or whether it 
will outpull other similar advertise- 
ments? 

Advertising men are appreciating 
more and more, also, that they are 
concerned with other than psycho- 
logical factors in making the ele- 
ments they use work for them to 
the best advantage. The background 
which determines the result of ad- 
vertising operations is composed of 
sociological and economic factors as 
well, and the successful advertising 
man learns all he can about those 
broad and complex subjects. 


Older advertising men are gen- 
erally committed to the idea that 
experience furnishes the only reli- 
able check on advertising effect, and 
they join with their younger associ- 
ates in urging copy tests, and in sub- 
mitting merchandising ideas to the 
laboratory of actual marketing effort. 
But in addition to this demand for 
accurate information, based on ex- 
perience, there is the longer view 
which sees ahead the possibility of 
the establishment of definite prin- 
ciples of advertising, on which the 
production of individual advertise- 
ments, if not entire campaigns, can 
be based. 

Today it would be a brave man 
who would undertake to support the 
thesis that advertising employs truly 
scientific methods, or that copy is 
written according to established, 
fundamental principles. We are 
striving in both directions, but as 
yet we are still groping in a twilight 
zone of half-truth and half-guess. 

It is because the great field for the 
development of accurate knowledge 
about advertising is still to be ex- 
plored, and because the opportunity 
for the application of the greatest 
minds in business to the study of 
advertising problems offers enormous 
returns, that the work of such or- 
ganizations as the Association of 
National Advertisers, meeting at 
Atlantic City next week, is so indis- 
pensable to the progress of this com- 
posite art, industry and business. 


Is the Farmer As Poor As They Say? 


If you took the figures of the De- 
partment of Agriculture indicating 
the cost of producing the various 
crops which the farmer raises, and 
compared them with current prices, 
you would have reason for wonder 
that any farmer has been able to 
postpone the journey over the hills 
to the poor-house. Yet there are 
plenty of farmers who are still able 
to make ends meet, particularly if 
they avoided the boom-time error of 
excessive borrowing through mort- 
gage. 

All of this seems to suggest that 
the methods of figuring agricultural 
costs may have become too scientific, 
and to have included a lot of items 
which may be justified as a book- 
keeping operation, without really 
affecting the question of whether the 
farmer has been able to make a 
satisfactory living. 

No one would say that today’s 
prices of farm commodities are satis- 
factory, or that substantial increases 


in practically all of the things he 
produces would not be desirable from 
all standpoints. But to take it for 
granted that because theoretical 
farm costs and farm prices have 
such a wide spread, the farmer is 
practically bankrupt, is taking a 
more extreme view than is justified 
by the facts. 

If a farmer can get a living out 
of the soil, including a home for him- 
self and his family, obtain from the 
sale of his crops enough cash to pur- 
chase the things he needs, and at the 
same time raise his children in rea- 
sonable comfort and health, he 
probably is not ruined, even though 
he may have reason to complain 
about prices. And the number of 
farmers who are still in that condi- 
tion, although still complaining, 
suggests that some of their friends 
have been too enthusiastic in demon- 
strating the certainty of approach- 
ing financial collapse for all farmers. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the publishers sponsor- 


ing them, or through ADVERTISING 
AGE, 
445. The Negro Market. 


“This market, containing approxi- 
mately one-tenth of our population, 
must be capably understood and ap- 
pealed to on its own terms” is the 
contention of this 40-page illustrated 
book issued by The Negro Press, Inc. 
The reasons for “the isolation and 
self-sufficiency of the American Ne- 
gro” are shown in terms of his life 
history as a consumer. His institu- 
tions, occupations, manner of living 
and his buying are described as be- 
ing distinct and isolated. Figures on 
various divisions of this market are 
included. 


No. 438. Plotting the Shot. 


Comparisons of the “three major 
markets,” metropolitan, middle ur- 
ban and small town-rural, showing 
total retail spending, food sales and 
drug sales compared with population, 
feature this unusually attractive 
booklet published by Pictorial Review. 
Interesting charts also show circula- 
tion of six women’s magazines com- 
pared with total retail spending in 
each of these markets, with food 
sales and drug sales. 


No. 430. “Why It’s so Obvious.” 
“The old general store displayed 
its wares on any counter or hook 
that would accommodate them. Cus- 
tomers were inconvenienced and 
many sales were lost until someone 
thought of the obvious idea of related 
merchandise in separate  depart- 
ments,” says this brochure by Mc- 
Call’s, announcing a radical new de- 
parture in women’s magazine format, 
by which editorial material and ad- 
vertising is departmentalized. 


422. The Sex Life of the Spider. 


“Two sexes for the price of one” 
is the theme song of this unusual 
booklet published by Redbook Maga- 
zine. You can’t make sales if you 
sell only one-half of the family, the 
booklet contends, and it proves it in 
an interesting fashion not only with 
the sex life of the spider, but with 
real or alleged incidents in the lives 
of famous couples, starting with 
Adam and Eve and progressing his- 
torically through Samson and Delilah, 
Socrates and Xantippe, Anthony and 
Cleopatra, Ulysses and Calypso, 
Romeo and Juliet, Napoleon and 
Josephine, and Mr. and Mrs. Gleep 
(1932). 


441. Yes! 


“We were sure the new McCall's 
would carry McCall Street with a 
huge majority of approval, but we 
didn’t expect it would do it so com- 
pletely, so wholeheartedly,” says 
this booklet for McCall’s Magazine. 
“We've read ’em—at the rate of 
more than 200 a day—and wept, for 
joy, of course. Here are just a few 
representative samples.” The book- 
let is comprised exclusively of let- 
ters commenting on the new “de- 
partmentalized” makeup of the pub- 
lication. 


No. 428. Business Now Going On in 
the Basement. 


“Many stores spend valuable news- 
paper space to advertise merchandise 
of quality that few people want—at 
prices nobody believes. Thereby they 
debilitate a great selling force and 
waste a majority of the circulation 
they buy. Current advertising of 
minimum price ranges often appeals 
only to the minimum audience of de- 
partment stores and newspapers. 
Most of the customers are being 
missed; and so is most of the busi- 
ness which might be had.” Thus The 
New York Daily News urges retailers 
to come out of the basement and fea- 
ture good merchandise at fair prices. 
The booklet contains reprints of 6 
advertisements from Retailing, with 
maps showing income ranges of New 
York families and News circulation. 


— 
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THE DANGERS OF INSTALLMENT SELLING 


—College Humor. 
"The beacon is out—put a quarter in the meter quick." 


Voice of the Advertiser 


Further Inquiries 


Suggested by Barnes 

To the Editor: We are vitally in- 
terested in any investigation which 
will help to point the way towards 
elimination of unnecessary costs in 
advertising, and we hope, therefore, 
that the recently organized joint 
committee of advertisers, advertising 
agents, and publishers will go fur- 
ther than a cursory examination of 
the agency system. 

This question of agency compen- 
sation is one of those hardy peren- 
nials which comes up every year but 
which, unfortunately, never seems 
to bear a bloom. 

I believe that a similar study 
could prefitably be made of adver- 
tising department costs, overlapping 
of efforts between advertiser and 
agency, excessive costs in maintain- 
ing publications, circulation and 
general waste in the distribution of 
literature, and other selling helps to 
the retail merchant. 

We should be greatly interested in 
the activity of this committee and 
its findings. 

A. K. BARNEs, 
Director of Advertising and Mer- 
chandising, Armstrong Cork 
Company, Lancaster, Pa. 


> > 


All Right, You 


Figure This Out! 


To the Editor: The following in- 
quiry was received through Toys ¢ 
Novelties. I imagine a great many 
advertising men who are trying to 
visualize the thinking habits of the 
American public will be interested 
in this, particularly the phrase, 
“Now you write me a letter.” 
“Dear Friend: 

“I know about this book. I read 
a picture book motion picture shows. 
Here’s a toy that will bring crowds 
to me store for the first time in toy 
history, a practical real honest to 
goodness precision made motion pic- 
ture projector at a retail price which 
allows you to meet the greatest mar- 
ket. Here’s the chance of lifetime 
to do the kind of merchandising job 
you’re dreamed about. Suggested list 
price $3.95 and a darn good profit 
for me. Get the Movie Master propo- 
sition now. 2 week salary me $26.75 
Union State Bank cashier. I have 
money half dollar. Pocket book 
check cashier. I buy you 2 week 
$3.95. I borrow like that, moving 


show machine. I want to see motion 


picture profit. I am 32 years old. 
How much money motion picture. I 
thing longa reel—reel. Blue, green, 
yellow, black, red reel film show. 

“Merry & Christmas tree. Motion 
picture projectors. Now you write 
me a letter.” 

It ought to be interesting to cre- 
ate a department for “odd” inquiries 
as we as everybody else need some 
humorous writing to take our minds 
off the tragedies of business. 


CARL SCHEEL, 
Humphrey & Prentke, Inc., Cleve- 
land. 
vv#$egy? 


Canaday Believes Entire 


Subject Is Unstable 


To the Editor: We are all inter- 
ested in the subject of compensation 
which is to be investigated by the 
joint committee which was formed 
recently. However, I am of the opin- 
ion that the whole compensation 
question is so very unstable at the 
present time that I feel very little 
in the way of immediate helpful re- 
sults can be expected. 

I think that when business has 
begun definitely to turn forward so 
that we can see an up-swing of con- 
ditions that a study under those con- 
ditions and at that time may be very 
constructive and helpful. 


W. M. CANADAY, 
United States Advertising Corp., 
Toledo. 
vv FF FP 


No Millions from 
Beer Without Saloons 


To the Editor: The luscious mil- 
lions of possible advertising from the 
“revived” brewers, mentioned by Mr. 
Pabst’s man, Mr. Vogl, are but a 
mirage unless the old time saloon 
comes back. That father of the chain 
store accomplished a real merchan- 
dising feat in giving the consumer 
a nice cold glass for a nickel. And 
it provided the honorable Mr. Pabst, 
Mr. Schlitz and Mr. Busch each with | 
his million barrels volume. Bottled 
beer represented about one-eighth of / 
their capacity. 

Unless beer is cheap and easy to | 
get, there will be no tax relief, no 
impetus to prosperity, and no salva 
tion for the starving agency. The | 
home brewer and the beer flat will 
still be with us. Bathtub gin and 
bootleg whiskey will continue to be 
popular. 

Harry P. Horz, 

Kerner Incinerator Co., Milwaukee. 
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SOME COMMENTS 


ON THE “WHITE” READER INTEREST SURVEYS 


ced RATINGS FOR FICTION & ARTICLE READERSHIP” 


80 
a LIBERTY 


Pd 
< 


25 SURVEY WEEKS 
$ 70 


\ 


' SIMPLY 
REFUSE 


STILL 
ANOTHER 


Landmark 


‘In sponsoring the Gallup survey, 
and its successor, the White re- 
wad on reader interest, you have 
‘ocused the attention of adver- 
tisers and agents alike on the 
magazine reader and his reactions 
instead of relying on a maze of 
circulation figures to define your 
qualifications. 

“I believe the LIBERTY sur- 
veys will stand out as landmarks 
in the development of an improved 
space-buying technique, and in the 
advancement of advertising gen- 
erally.’ 

@ S. Pace Burt, Vice President 

J. C. Bull Incorporated 


Constructive 
“We believe your plan of rating 
ads is a constructive one.” 
@ Ortis Lucas, Adv. Mgr. 
Studebaker Sales Corp. 


Worthwhile Job 


‘I want to take this opportunity 

to tell you that I think you are 
doing a very worthwhile job." 

@ Lee H. Bristor, Vice President 
Bristol-Myers Company 


Fresh Air 
“Tam all in favor of ‘letting a 
little more fresh air through the 


whole subject’. 


@ W. P. Roczrs, Adv. , 
California Packing 4 


LIBERTY America’s Best Read Weekly 


Sao weEKiteee 


ge cecees 


YES, 
AND STILL 
ANOTHER 
WEEKLY 


CUMULATIVE RATINGS FOR ADVERTISEMENT ATTENTION VALUE’ 
” 
% 


a 


~ i AVERAGE ALL PAGE 
4m AOS, MEN ANO WOMEN 
wane COMBINED. 


LIBERTY 


2no weensy 


ore, SAD WEEKLY 


25 SURVEY WEEKS 
—>— 
20 
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| THE FACTS 


WHERE READERS WERE FOUND ° 
INCOME 


“oe ao ™ 
WEEKLY WEEKLY WEEKLY 


8... 2no 3ao 4m 
WEEKLY , WEEKLY WEEKLY 


£8: ano 320 4m 
INCOME WEEKLY WEEKLY WEEKLY WEEKLY 


us. 2no Sao 4am 
WEEKLY WEEKLY WEEKLY WEERLY, | 


But wHat 
KIND OF 
PERSONS 
ARE THEY ? 


Economic Necessity 
“It is not hard to say a good 
word for the Liberty Surveys. 

“Until every advertiser has in 
his employ a genius who can con- 
sistently predict the whims of a 
buying public, surveys such as 
Liberty is sponsoring will be eco- 
nomic necessities. 

“Even then they will be valua- 
ble in pointing out how our adver- 
tising affects the public when the 
correct appeals are used.—And 
how long the right appeal re- 
mains right. 

“These surveys are a welcome 
deviation from the usual form of 
space selling.” 

@ L. Martin Kravtter, Copy Chief 

Thos. M. Bowers Adv. Agency 


Interests Every Executive 
“The publishing of ratings of ad- 
vertisements in leading weeklies, 
interests me very much—and I 
find it interests every executive in 
our organization.” 

@H. A. Grotu, Exec. Vice President 

W. H. Rankin Company 


Genuine Benefit 


“I can see genuine benefit to the 
advertising fraternity and to ad- 
vertisers in general if reports of 
this nature are intelligently and 
regularly analyzed. I am for it.” 
@R. P. Marsx, Ofic 
Mgr. Cincinnati 
The Blackman Company 


pONT BELIEVE 
aA WORD OF iT 
- EXCEPT WHAr 


ANOTHER 
WEEKLY 


it SAYS ABOur 
ME! 


Checked Method 

‘We have checked the method of 
field investigation employed by 
Liberty and believe that the re- 
sults are of value in measuring the 
extent to which advertisements 
are seen and read in the publica- 
tions included in the investiga- 
tion.” 
L. D. H. Wexp, Director of Research 

@ McCann-Erickson, Inc. 


Accurately Reflect 
“The Liberty surveys more accu- 
rately reflect actual consumer hab- 
its than any method devised to 
date, in my opinion. 

“It is most interesting the way 
you are carrying this work on into 
the public's editorial preference 
as well as advertising preference. 
I read your announcements of this 
work regularly.”’ 

@ Hucu McKay, Vice President 
The Joseph Katz Company 


Material Help 


*‘We have been very much inter- 
ested in the Gallup Surveys right 
from the start. Particularly inter- 
ested are we in the development 
of that into the ratings of all 
advertisements in the three big 
weeklies. We nage ou will keep 
it up, for it should be of material 
help to the advertising fraternity 
as a whole.”’ 
@ J. F. Operwinpver,V ice President 
D'Arcy Advertising Company 


Right Direction 


“‘While such a study may show 

up some of our weaker efforts, and 

while the complete validity of ad 

rating is yet to be established, 

nevertheless, such ratings are a 

step in the right direction." 

@ Henry Ecxuarnt, President 

Kenyon & Eckhardt, Inc. 


Genuine Service 
“I think it is a very interesting 
study and is a genuine service to 
open minded advertisers and ad- 
vertising agencies.” 
@ Joun R. MacManus 
MacManus, Incorporated 


Observer 


**As you know, Mr. Battey, the 
head of our Research Department, 
recently went out to observe the 
reader interest surveys being con- 
ducted by Percival White. 
“‘When Mr. Battey came back I 
had a talk with him about what 


| he had seen. 


“The gist of his view was this: 

“The method over a period of 
time provides a very useful and 
quite reliable guide to the relative 
reading of the editorial content of 
various magazines. 

“Personally, I have not observed 
the work in the field as Mr. 

‘Battey has, but I certainly think 
you are to be commended for this 
effort. 

**I don’t know anyone else who 
is trying to give us any guide at 
all as to which of their editorial 
features gets read most, much, or 
little." 

@ Ricuarp Compton, Partner 
The Blackman Company 


Another Observer 


“It was recently our privilege to 
‘observe’ a White survey here in 
New England. 

“Our opinion of its value was 
confirmed by the enthusiasm of 
members of our staff who accom- 

ied members of the Percival 
hite organization in their bell- 
ringing explorations. 

“Since Liberty is the key mag- 
azine for our Dentyne campaign, 
we have studied with great care 
all the returns so far published. 
They will unquestionably have a 
bearing on our thinking with re- 
gard to next year’s Dentyne pro- 
gram." 

@J.L. Bapcerr, President 
Badger and Browing, Inc. 


A Real Contribution 


“We do not feel that advertisers 
should buy advertising space 
blindly any more than that a 1 
ness man should make investments 
without a thorough investigation 
—analyzing the anticipated in- 
vestments from every possible 
angle. In your study of the readers 
of Liberty—going to bed rock— 
you are making a real contribution 
to the scientific progress of adver- 
tising. We thoroughly appreciate 
the value of the auc surveys 
you have made and will make in 
the future—it is a constructive 
advertising job.” 
@ S.E.Van Wir, Advertising Mgr. 
R. B. Davis Company 


Glad To Endorse 


“‘We are glad to endorse this idea."* 


@ Lucien P. Locke, Adv. Mgr. 
Ethyl Gasoline Corp. 


and raw tobsccos 
have #o place in cigarettes 
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Advertiser: Lucky Strike 

Agency: Lord & Thomas 

Space: Back Cover 

Attention Value: 58% better than 
average page 


Mouth-Happiness 


in 3 MOVES... 


MERTHOL- COOLED CIGABETTES 20 FOR 20« 


Advertiser: Spud 

Agency: enyon & Eckhardt, Inc. 

Space: Black & White Page 

Attention Value: 53% better than 
average page 


The Soap thot Keeps 
Beautiful Women Beoutiful! 


Advertiser: Camay 

Agency: — Pedlar & Ryan, Inc. 

Space: Back Cover 

Attention Value: 50% better than 
average page 


The “Accident” Alibi 
o we 


ewe ces 
METROPOLITAN "LIFE. INSURANCE _.COMPANY 


Advertiser: Metropolitan Life 
Agency: Howey. Advertising 


-» Inc. 

Space: Black & White Page 

Attention Value: 50% better than 
average page 


to date 17% 
(Average of White surveys) 


Average Page Advertisement in Liberty 


Per Cent of Extra Projection of 
Persons Noting Extra Volume of 
Persons Noting 

Over Over er ver 

Second Third Second Third 
Weekly Weekly Weekly Weekly 
This Week 21% 58% 462,459 453,824 

26 weeks 

43% 247,236 200,400 


LIBERTY 


Weekly A = 


OCT. 29 


Weekly B 


OCT. 22 
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URGES TIE-UP 
BETWEEN CLASS, 
GENERAL PAPERS 


New York, Nov. 10.—Taking issue 
with those who represent the average 
business or professional man as one 
who has no interests or sympathies 
apart from his occupation, S. L. Meu- 
lendyke, secretary, Marschalk & 
Pratt, Inc., told the Technical Pub- 
licity Association last night that the 
reader of class papers is really a 
Dr. Jekyll and Mr. Hyde, who re- 
sponds to varied appeals made 
through both class and general pub- 
lications. 

He unmasked the Mr. Hydes of in- 
dustry by asking 125 executives in 
the same business field to name the 
publications they read regularly and 
indicate their preference. They were 
requested not to make a distinction 
between class and general magazines. 

The average number of publica- 
tions read was 4.78, of which three 
were general and 1.78 were trade pa- 
pers. Votes were cast for 16 pub- 
lications. Trade paper “A” received 
the highest number of mentions, hav- 


ing a preference score of 559. Two 
fiction weeklies won second and 
third place. 

A monthly magazine edited for 
business men was fourth, and trade 
paper “B” was fifth. In preference 
score the leading trade paper was 52 
per cent ahead of the nearest general 
magazine, but in number of mentions 
it was only 30 per cent ahead. There 
were 71 mentions of the five trade 
papers in the field and 125 mentions 
of 11 national magazines. 

The morals drawn from the inves- 
tigation were that both class and gen- 
eral publications can be used for sell- 
ing industrial consumers; that a 
shifting attack based on the use of 
both types of publications is often 
favorable to success, and that, in view 
of the unwillingness of consumers to 
read only those publications which 
cater to their primary interests, the 
advertiser addressing more than one 
market should coordinate all his copy 
so as to build brand acceptance and 
disseminate knowledge of the merits 
common to all the line. 

An illustration having to do with 
the latter recommendation concerned 
the manufacturer of washing ma- 
chines for domestic use and for in- 
stallation in laundries, hotels and in- 
dustrial plants, who failed to co- 
ordinate his copy in general and 
class publications in the belief that 
he was addressing entirely separate 


audiences in the two types of maga- 
zines. Referring to a similar error, 
Mr. Meulendyke said: 

“A recent issue of a trade paper 
carried four advertisements of the 
General Electric Co. which exhibited 
no point in common, no apparent at- 
tempt to make one advertisement 
cash in on the impression created by 
the other. 

“It is possible that the men behind 
these advertisements consider the 
name General Electric is adequate; 
that the famous signature and mono- 
gram offer the reading public all that 
it needs to know about the relation- 
ship of the products to the organiza- 
tion. 

“Many of us will disagree. New 
prospects are coming into the market 
every. day. Among them may be 
readers who know little about Gen- 
eral Electric. It would seem, there- 
fore, that these advertisements would 
be stronger if at some point they 
made mention of the stability, re- 
sources and engineering brilliancy of 
the General Electric organization. 

“Such a statement would give a 
hall-mark of quality to each of the 
products advertised, and let the 
reader know that the same manufac- 
turing skill that makes Mazda lamps 
dependable contributes measurably to 
the successful, economical operation 
of G. E. refrigerators.” 


(D. Appleton and Co.) 


enjoys. 


WHAT THE ADVERTISING 
AGENCY WANTS TO KNOW 


CHARLES F. GANNON, Director of Radio, 
Erwin, Wasey & Co., Inc. 


In his chapter on “Selecting the Station List” in the 
new book The Advertising Agency Looks at Radio 


HAS THIS TO SAY: 


“The advertising agency would like to know 
from every station how much local, how much 
spot and how much national business the station 
We would like to have a classification 
of this business according to products. 
would relish knowing over what period of time 
various contracts extend; what season; whether 
the program is on at morning, noon or night; 
whether it is transcription or live talent and 
what type of talent is employed. After this data 
is forthcoming, we would like any and all tables 
of results together with a description of any 
unusual merchandising methods employed in 
conjunction with the radio campaign.” 


Tins is precisely the kind of news reported regularly in BROAD- 
CASTING. Twice monthly this leading organ of 
industry presents the current news of new and renewal accounts of 
stations and networks, tells the types and time of programs, reports 
pending schedules—and generally covers the business side of broad- 
casting thoroughly. BROADCASTING also keeps its readers (who are 
chiefly radio station executives, agency accounts executives and adver- 
tisers using the radio) abreast of the major current trends in the 
business of broadcasting. It is newsy, thorough, authentic — the only 
periodical covering the broadcasting fieid so completely. 


Write for a sample issue on your company’s letterhead 


We 


the broadcasting 


NATIONAL PRESS 


THE NEWS 


FLORIDA CITRUS 
GROWERS START 
$250,000 DRIVE 


Ayer and Erwin, Wasey Di- 
rect Joint Campaign 


New York, Nov. 10.—Acting on re- 

ports of the agressive competition to 
be expected from California growers, 
the two Florida organizations of 
citrus fruit growers have approved 
a plan to pool advertising funds in a 
joint assault against Sunkist. 
This year’s campaigns will mark 
the end of the tacit gentlemen’s 
agreement which has kept the co- 
operative advertising of growers in 
the two states free of controversy 
and permitted concentration on edu- 
cational, market-building objectives 
for a quarter of a century. 

The Florida Citrus Clearing House 
Association, Winterhaven, and the 
Florida Citrus Exchange, Tampa, 
will each contribute $125,000 to a 
jcint appropriation, to be directed 
by Erwin, Wasey & Company and 
N. W. Ayer & Son, Inc., Philadel- 
phia, with John Moscrip, advertising 
manager of the Exchange, in charge 
for the advertisers. In addition, the 
Exchange has appropriated $300,000 
to continue the Sealdsweet campaign. 

The total of $550,000 in the 
Floridans’ war chest, added to Sun- 
kist’s appropriation of approximately 
$1,350,000, makes $1,900,000 available 
for co-operative citrus fruit advertis- 
ing this year. 

The unusual agency set-up on the 
joint Florida campaign is due to the 
fact that Ayer has been directing 
the Clearing House advertising, 
while Erwin, Wasey & Company has 
been in charge for the Exchange. 
Each agency will write its own ad- 
vertisements but will co-operate to 
make them harmonious. The billing 
will be divided evenly. 


Newspapers to Be Used 


The joint Florida campaign will 
consist chiefly of newspaper adver- 
tising. Spot broadcasting will be 
scheduled at a few points. The 
newspaper list comprises 24 papers 
in 11 northern cities. Insertions will 
range in size from 330 to 840 lines 
and will appear from Nov. 22 to 
May 1. 

The advertisements will not be 
signed and no brand name will be 
used. The object is primarily to 
merchandise Florida citrus fruits by 
calling attention to the physical 
properties by which they can be dis- 
tinguished from California varieties. 

Oranges will benefit the most from 
the advertising, but grapefruit, 
lemons and tangerines will be fea- 
tured in some of the advertisements. 
The orange copy will be the most 
controversial, employing headlines 
such as “Florida Oranges Are 
Juiciest.” Text implies that the pur- 
chaser of other varieties pays for 
skin and pulp as well as juice. 

Art content will bring out the 
smooth, thin, light skin by which 
Florida oranges can be easily recog- 
nized. Some illustrations picture the 
amount of juice in an orange of a 
certain size. 


Afraid of Trade Name 


The common peril which gave rise 
to the joint campaign called for a 
concession from the Exchange in the 
matter of trade mark advertising. 


—s 


The Clearing House was formed in 
1928 by a group of growers who ob. 
jected to this phase of the promo. 
tion on the grounds that the grow. 
ing importance of the Sealdsweet 
mark tended to establish a monopoly, 
which, in time, would tend to force 
all growers into the Exchange 
whether or not they approved of the 
organization’s methods. 

The first year the Clearing House 
was in existence it retained Erwin, 
Wasey & Company, the agency which 
was also employed by the Exchange, 
Feeling that the two accounts were 
competitive, directors asked Erwin, 
Wasey to relinquish one of them the 
following year. As the agency had 
been serving the Exchange for a 
number of years, the newer account 
was dropped. 

The Clearing House spent $350,000 
for advertising in 1928-9, $100,000 in 
1929-30, and $50,000 last year. Con- 
sequently, its participation in the 
joint campaign involves an increase 
of 150 per cent in the appropriation 
for this season. The Exchange’s ap- 
propriation has averaged $400,000 
for several years. 


Franklin, Evander 
Agencies in Merger 


Evander Company and Franklin 
Advertising Corp., New York, have 
merged under the latter name, with 
M. Franklin Bruck as _ president. 
Evander accounts now placed through 
Franklin include: 

U. S. Business Card Co. and 
Wholesale Radio Service Co., New 
York; Bostonian Mfg. Co., Boston; 
Knight & Bostwick, Newark, N. Y.; 
Mitchell & Church, Binghamton; J. 
C. Moench Shoe Co., Boston; Empire 
State Nurseries, Newark, N. Y.; L. 
Kasan & Co., Brooklyn; Tanners 
Shoe Co., Boston; Gyro Brush Co., 
Bloomfield, N. J., and Hoyt Bros., 
Newark, N. J. 

H. A. Marsh has joined the or- 
ganization as account executive. 


Start New Paper 


The first issue of Lubrication and 
Maintenance, a new monthly for ga- 
rages and service stations, will ap- 
pear in January. It will be pub- 
lished by Chek-Chart Publishing Co., 
624 S. Michigan Ave., Chicago, of 
which O. R. Waller is president. L. 
Howard Pile will be editorial direc- 
tor. 


Kaltenborn Talks 


H. V. Kaltenborn, author, editor 
and current events broadcaster, was 
the speaker before Greater Buffalo 
Advertising Club at its election day 
meeting Tuesday, taking his listen- 
ers “behind the scenes in Washing: 
ton.” 


Start Hotel Agency 


Hotel Promotion and Advertising 
Co., an exclusive hotel agency, has 
been started at 39 Water St., New 
York. Parker K. James, formerly of 
Reddington Advertising Agency and 
the Hotel New Yorker, is general 
manager. 


Montgomery Injured 
Walter S. Montgomery, editor and 
publisher of New Albany Tribune, 
New Albany, Ind., suffered a broken 
knee cap when a car in which he 
was riding hit an obstruction. 


Forms Local Group 


Walter J. Scott, president, Beaver 
Engraving Co., Portland, Ore., has 
formed a printing, advertising and 
selling foundation, which meets 
weekly. 


Has Dorothy Gray 


Ruthrauff & Ryan, Inc., New York, 
has been appointed by Lehn & Fink, 
Inc., New York to direct advertising 
of Dorothy Gray preparations. 


—that Stephen Vincent 
Benét's short story “An 
End to Dreams," which 
appeared in the February, 


1932 issue of Pictorial Review, 
received first prize in the O'Henry 
Memorial Award for this year? 
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AN ANNOUNCEMENT OF REAL IMPORTANCE 


MODERN 
BREWERY 


TO THOSE INTERESTED 
IN SELLING THE NEW 
BREWING INDUSTRY 


With the revival of the Brewing Industry 
hundreds of millions will be spent for equip- 
ment and supplies. This is true both for 
the old breweries to be reconditioned and 
the new breweries that will spring up. Here 
is a gigantic industry. Its requirements are 
staggering. Even those accustomed to deal- 
ing in large figures will be impressed. The 
redevelopment of the industry will prove to 
be a ‘‘natural’’ to the alert manufacturers 


and suppliers equipped to serve it. You have, 
of course, been thinking along these lines 
because of the daily comment in the news- 


papers. Now you can act—you can do some- 
thing that will assure your company of its 


proper share of orders. 


Read these Facts—then use the coupon 


> 


ITH the _ introduction of MODERN 

BREWERY in January, 1933, we are giv- 

ing to the American Brewing Industry a 

technical journal of outstanding merit and 
unprecedented general appeal to all connected or asso- 
ciated in any way with this industry. 


MODERN BREWERY, as the name implies, will deal 
with the different phases of modern brewing. It is pri- 
marily a technical publication but will contain other mat- 
ters of interest to the owner, brew master, chemist, engi- 
neer and all those responsible for the production and 
distribution of the product, and the maintenance of the 
brewery. 


OUR EDITOR 


In order to make it possible for MODERN BREWERY 
to be the foremost brewing publication in the United 
States, we realized the'importance of selecting as our 
Editor a man fully acquainted with brewing problems; 
a man, known not only in United States but, through the 
medium of his various publications, in all English-speak- 
ing countries as an authority on brewing. This man is 
Mr. C. A. Nowak, until recently Editor and Publisher 
of “The Brewer’s Art,” a well known technical brewing 
publication, 


His twenty-two years’ experience in the brewing industry 
includes several years association with the Wahl-Henius 
Institute of Fermentology and as practicing chemist and 
consultant with brewers and maltsters; Secretary of the 
Master Brewers Association of The United States and 
Editor of their official publication. 


His books, “Practical Methods” and “Modern Brewing” 
not only created. considerable comment in the industry, 
but are used as text by many brew masters. 


Read on. 


AUTHORS 


As a guarantee of continued reader interest, the pub- 
lishers of MODERN BREWERY, have secured the 
cooperation of the recognized leaders in the Brewing 
field. Their authentic treatment of matters vital to 
the industry will assure recognition that manufacturers 
and suppliers should demand in any publication. 


NOT A NEW PUBLICATION 


MODERN BREWERY is in no sense of the word a 
new publication. It is an enlargement of the scope of 
“The Brewer’s Art” and will embrace all phases, tech- 
nical and otherwise, pertaining to the NEW brewing in- 
dustry. For the past ten years ‘““The Brewer’s Art” has 
been recognized as a leading technical publication by all 
those vitally interested in the industry. The name has 
been slightly modified to better describe the practical 
value and scope of the publication. 


THE PUBLISHERS 


MODERN BREWERY will be published by Modern 


Brewery, Inc., sponsored by Harvey Conover and Bur- 
dette P. Mast, who have had over fifteen years’ exper- 
ience in the technical publication field. The Conover- 
Mast Corporation are the publishers of “Mill & Fac- 
tory” and “Materials Handling.” ‘Their substantial re- 
sources and broad editorial and business experience are 
a double guarantee of the industry being served with a 
greatly enlarged publishing program. 


THE INDUSTRY 


The enormous size of the brewing industry necessitates 
an Editorial policy such as we have developed. In addi- 
tion to intelligently treating the technical side, there re- 
mains much to be said and done with reference to me- 


MODERN BREWERY 


C. A. NOWAK 


chanical and electrical engineering, distribution, market- 
ing, packaging, equipment maintenance, bottling and 
other important phases which must be restored to the 
high levels of efficiency which were formerly maintained 
in this gigantic industry. 


CIRCULATION 


The circulation of MODERN BREWERY will be of 
the highest quality. In addition to taking over the paid 
circulation of “The Brewer’s Art,” months of careful 
research have enabled us to immediately guarantee a 
coverage of virtually every brewery in the United States 
that will manufacture beer. We have been guided and 
assisted in this important work by Mr. Nowak who is 
intimately acquainted with the proper individuals in the 
industry who should receive MODERN BREWERY. 
In addition to this, a unique circulation method has been 
developed that will immediately cover the many new 
companies that are entering and will enter this important 
field. We are, in fact, certain in our assertion that 
MODERN BREWERY will give the most complete, 
the most worthwhile circulation, the most productive 
circulation obtainable in the brewing industry. Every 
copy will be read by men directly associated with some 
important phase of the brewing industry—your prospects. 


AND THIS ISN’T ALL— 


Space does not permit our telling you the complete story 
here. There is much more that you will want to know 
about the industry and MODERN BREWERY. We 
are prepared to supply you with both. 

The coupon below pinned to your company letterhead 
will bring you complete information together with a 
beautifully designed and executed prospectus of MOD- 
ERN BREWERY. There is no obligation. 


T MoDERN BREWERY, INCORPORATED | 
420 Lexington Avenue, | 
New York, N. Y. 

We are interested in learning more about the | 


| 

| Brewing Industry and MODERN BREWERY. In ask- 

| ing for this we understand there is no obligation upon 

| our part. | 
| Name Title | 
| Company | 
| Address | 
| City State | 
a Your Letterhead Must Accompany This Coupon oa 
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NEW CAMPAIGN 
ON PINEAPPLE 
BREAKS NOV. 19 


Hawaiian Producers Start 
$1,000,000 Drive 


San Francisco, Nov. 11.—First 
salvo in the new Pineapple Produc- 
ers’ Co-operative Association cam- 
paign will be fired next week, when 
a double-page spread in the Nov. 19 
issue of Saturday Evening Post will 
herald what is hoped will be a better 
day for packers of Hawaiian pine- 
apple. 

The barrage will continue with 
newspaper copy concentrated on the 
important metropolitan areas late 
this month, and with early issues of 
other national magazines. 

Although preparation of copy, 
which is handled by the San Fran- 
cisco office of J. Walter Thompson 
Company, has been attended with 
much secrecy, it is believed the cam- 
paign will stress a health appeal, 
with special attention being devoted 
to the easy digestibility of sliced 
pineapple and pineapple juice. 

Since preparation of the campaign 
began early in September, a limited 
list of dealers and distributors has 
been receiving promotional litera- 
ture describing in general terms the 
major advertising campaign which 
is aimed at the consumer, but the 
actual extent of the campaign and 
the specific theme of the copy appeal, 
have not been divulged. 


Have Small Crop 


The market stabilizing program 
of the newly organized co-operative 
association has been considerably 
simplified by a comparatively meager 
1932 crop. Reports issued this month 
indicate a total pack of less than 5,- 
000,000 cases for the year, compared 
to last year’s pack of almost 13,000,- 


000 cases. The 1932 total is smaller 
than any Hawaiian pineapple pack in 
recent years. 

From the standpoint of advertising 
and marketing, the Pineapple Pro- 
ducers’ Co-operative Association, Ltd., 
which was organized last August, 
supersedes the Association of Ha- 
waiian Pineapple Canners, which 
has been instrumental in advertis- 
ing the fruit for many years, but 
has never been concerned with the 
larger problems of marketing. 

The older association waged an 
advertising campaign last year, 
after remaining quiescent since its 
seven-year campaign, 1921-28. Be- 
fore that, it had been active from 
1908 to 1914. 

The new association was formed 
by the seven most important packers 
of the Hawaiian fruit, with official 
headquarters in Honolulu, but with 
a marketing committee, in direct 
charge of advertising, composed of 
San Franciscans. 


Sales Heads Plan 
St. Louis Meeting 


More than 750 sales executives 
have indicated their intention to at- 
tend the sales executives’ conference 
in St. Louis Nov. 18, under the aus- 
pices of the Sales Managers’ Bureau 
of St. Louis Chamber of Commerce. 

Speakers include Julius H. Barnes, 
chairman of the board of the Mis- 
souri State Life Insurance Co.; 
James H. Rand, Jr., president, Rem- 
ington Rand, Inc.; and Clarence 
Francis, executive vice-president, 
General Foods Corp. 


Advertisers Flock to 
“Beaumont Enterprise” 


The Oct. 29 and 30 issues of the 
Beaumont (Tex.) Journal and the 
Beaumont Enterprise, respectively, 
featuring the Texas State Fair, com- 
prised 64 pages. 

The regular sales staff sold more 
than 5,000 inches of local advertis- 
ing for these issues. 


Thalen Goes to Agency 

Walter Thalen, on the business 
staff of the old Outlook 14 years and 
a director of the company, has joined 
Zinn & Meyer, Inc., New York 


agency. 


Have you a 


the hands of 


story to tell in which 


919 N. Michigan Ave. 
CHICAGO 


MERCHANDISING 
PROBLEM ? 


Are you seeking new methods 
of getting your products 


If you are faced with a problem of merchandising 
your product or products we feel sure you will be 
interested in a plan of merchandising that has been 
successful in building volume sales for manufacturers 
of diversified lines of products during a period when 
sales generally have been seriously affected. 


If your product or products are of the nature that 
require demonstration or concentrated sales effort on 
your consumer prospect then we believe we have a 


Many large firms have turned to this method of 
merchandising to meet present day conditions, and 
are doing it successfully. 


If interested send us complete information about 
your products and we will be glad to submit without 
obligation a plan which we feel will meet your needs, 
and also convincing evidence of what others have 
accomplished with a very nominal investment. 


OPPORTUNITY MAGAZINE 


WM. R. ROSENGREN, Publisher 
JOHN K. WILSON, Advertising Mgr. 


into 
the consumer ? 


you will be vitally interested. 


221 W. 57th St. 
NEW YORK 


ANOTHER SCORE FOR THE COMIC STRIP 


ADVENTURES of ” 


YAM | TIRED! 13 BONESY 


DUG UP TODAY, AND 
NOT A GOOD ONE IN 
THE LOT! 


dd) 


MILK-BONE MIKE” 


{ YEAH! | THOUGHT So! 
ANOTHER AS STALE 

AS THEY COME! WISH 
'0 BURIED MILK-BONE 
BISCUIT INSTEAD! 


Y BUT WHEN t FINISH ¥ 

MY MILK-BONE DINNER 

THERE'S NOTHING LEFT 
BURY-=- IT’S Too Gooo| 


Be. 
SS & x a 


» 


WANT TO TRY A SAMPLE ? 


MAIL THIS COUPON, 
P-- 


eee eee a ee er we 


. 
.Mitk-Bone Bakery, National Biscuit Company 
Dept. 702, 449 West 14th St, New York City 


Please send free Milk-Bone dinner for my dog. 


(PLEASE PRINT PLAINLY) 


National Biscuit Company is using first hand testimonials in current 
newspaper copy for Milk-Bone. 


Texaco Does 


a Good Turn 
for Charity 


Detroit, Nov. 10.—George W. Vos, 
advertising manager of the Texas 
Company was here from New York 
this week to supervise setting up of 
a plan to promote the weekly Ed 
Wynn-Texaco programs for charit- 
able purposes. 

When Ed Wynn took his New York 
success, “The Laugh Parade,” on tour 
Oct. 25, it was necessary to cancel 
the Tuesday night performance so 
as not to interfere with the half-hour 
radio broadcast at 9:30 over the red 
network of the National Broadcast- 
ing Company. As the theater is 
available for that night, officials of 
the Texas Company approved the 
idea of staging the broadcast there. 
A general admission of $1 is charged 
and the gross proceeds are donated 
to a local charity sponsored by the 
Mayor. 

Last week in Pittsburgh, the broad- 
cast show brought more than $2,500 
into the coffers of a local charity. 
This week’s show in Detroit also 
played to a capacity audience, but, 
as the house was smaller, only about 
$2,000 was realized for the Old News- 
boys’ Goodfellow Fund, the charity 
selected by the Mayor. 


Use Newspapers 


The broadcast performances are 
advertised in evening papers of the 
night preceding and morning edi- 
tions of the day of the show. Large 
space averaging 1,200 lines is being 
used. Copy is devoted to selling the 
show, publicity for Texaco products 
being limited to the display line, 
“Courtesy of The Texas Company and 
Ed Wynn—Texaco Fire-Chief Gaso- 
line.” 

Mr. Wynn’s show will be on tour 
until the end of February and will 
play in 15 or 16 cities in the Texaco 
territory. Encouraged by the favor- 
able reaction, the company plans to 
make the charitable performances a 
regular weekly event. 

No promotion other than the news- 
paper advertising has been needed to 
sell out to standing room only for the 
first three shows. 


Laundry Shows Film 


Dates Laundry, Kenmore, N. Y.,| ¥&% 
zi 


is sponsoring a film, “Every House- 
wife’s Problem,” which is being pro- 
duced by Frontier Laboratories. This 
drama of the laundry industry will 
be syndicated for use in other cities. 


PUBLIC'S IDEAS 
ON BROADCASTS 
SOUGHT BY G. E. 


(Continued from Page 1) 
opening up a discussion of the entire 
subject of radio advertising. He will 
point out that American radio pro- 
grams are more entertaining than 
those of any other country, primarily 
because manufacturers are willing to 
pay for the best talent available in 
return for the privilege of present- 
ing their products to listeners. 


Seek Solution 


Pointing out, however, that there 
has been much criticism of radio ad- 
vertising, Mr. Broun will ask his 
hearers to give their frank opinions 
on how such advertising may be im- 
proved, with the hope that “we may 
learn a way to advertise that will 
be more interesting to the listeners 
and more productive for the manu- 
facturer.” 

Other guest speakers on the pro- 
gram during the contests will in- 
clude Albert Payson Terhune, John 
Erskine, Hendrik William Van Loon, 
and Emily Post. 

Listeners will find it necessary to 
secure entry blanks in the contests 
from their General Electric dealers, 
who will further tie up with the 
contests through special window dis- 
plays, posters, etc. 

The contest is being handled by 
Batten, Barton, Durstine and Osborn, 
Ine. 


Dyer Named Secretary 


Ray Dyer, Shawnee, has_ been 
named secretary of Oklahoma Press 
Association, succeeding Harry Rut- 
ledge, who was recently elected sec- 
retary of the national association. 


ALN.AL READY 
FOR ATLANTIC 
CITY MEETING 


(Continued from Page 1) 


be followed by Carl W. Priesing, gen. 
eral sales manager, the Wahl Com. 
pany, Chicago, who will tell a sue 
cess story, “Putting New Life Into 
a Business.” 

The next address, “Profitable Sell. 
ing by Following Through to the 
Consumer,” by Allyn B. McIntire, 
vice-president, Pepperell Manufactur. 
ing Co., Boston, will close the morn- 
ing session. 

A subject in which interest rung 
high, “Rates and Circulations—The 
Advertisers’ Responsibility in De. 
flating Costs,” will be discussed at 
the Thursday luncheon by Ralph 
Starr Butler, vice-president in charge 
of advertising, General Foods Corp. 
New York. 

Drug, industrial and sales depart- 
mentals will be held Thursday after. 
noon. Leaders in these fields will 
preside. 

The general sessions on Friday 
will be opened in the morning by 
Hugh Bancroft, publisher, The Wall 
Street Journal, whose subject is, 
“Where Are We Now?” Others 
speaking at this time will be Paul §, 
Willis, vice-president and general 
sales manager, Comet Rice Co., New 
York, “Present Trends in Merchan- 
dising,” and Lee Bristol, “Executive 
Management Takes a Square Look 
at Advertising.” 


To Have Symposium 


The luncheon speaker will be W. 
M. Kiplinger, of the Kiplinger Wash- 
ington Agency. 

Fred Healy, advertising director, 
Curtis Publishing Company, Phila- 
delphia, is the first speaker of the 
afternoon, his subject being, “A 
Magazine Publisher Takes a Square 
Look at Advertising.” James A. 
Coveny, of Geo. A. McDevitt Co., will 
discuss, “A Newspaper Executive 
Takes a Square Look at Advertising.” 

Bernard Lichtenberg, vice presi- 
dent, Alexander Hamilton Institute, 
New York, will close this session 
with an address on, “What Are We 
Going to Do About It?” 

Strickland Gillilan, humorist, will 
enliven the banquet that evening and 
other entertainment will be furnished 
by the Columbia Broadcasting Sys 
tem. 


H. D. Lee Names 
Ruthrauff & Ryan 


H. D. Lee Mercantile Co., Kansas 
City, Mo., world’s largest manufac- 
turer of work clothing, has placed 
its account with the Chicago office 
of Ruthrauff & Ryan, Inc. 

Advertising of a separate division, 
which is the largest wholesale foed 
outlet in its territory, controlling 
750 retail stores, will also be placed 
by this agency. 


Breunig to Agency 


John B. Breunig, for several years 
art director of Homer McKee, In¢., 
and later with the U. S. Advertising 
Corporation, has joined the art staff 
of Needham, Louis and Brorby, Inc., 
Chicago advertising agency. 


Witt Joins Tolle 


Harry W. Witt, formerly with San 
Francisco Examiner, and at ene time 
with Foster & Kleiser Company, has 
joined Norman W. Tolle, San Diego 
advertising agent. 


— 


°° 


—that Pictorial Review's 
editorial lineage by 
months for the year 


shows less fluctuation than 

any other woman's magazine 
due to the fact that it is not based 

quantity of advertising lineage? 
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November 12, 1932 


ADVERTISING AGE 


123,197 FAMILIES 


‘TOLD ALL 


ABOUT THEIR 


BUYING 
HABITS / 


..» AND WHAT THEY SAID 
IS TODAY’S REAL NEWS IN 
MAGAZINE ADVERTISING 


Among the hundreds of 
facts uncovered when 
123,197 families ‘‘told 
all’’ to the Polk investi- 
gators—nothing is more 
important than what 
they’ revealed about their “Buying Habits’ 
—what prices they regularly pay—what quality 
they habitually choose. 

For national advertisers know that habit 
rules us with an iron hand. And when families 
that’ habitually buy quality merchandise can be 
located, national advertisers tired of mere dol- 
lar-swapping trades turn eagerly toward them 
as a definite source of profit-making sales. 

Since a magazine can only furnish transpor- 
tation to an advertiser — rapid transit from 


2 
BUYING HABITS ? ,. .. .. ¢ 
Magazines ranked on high to low a aH 5s e S g 2 B Hy “ m2 
prices habitually paid by readers 2 Ce e 2 ; Bs bo aS Fy $ 
for articles repeatedly purchased. FE} as Bi = ae as 77) ¢° 
Publication = ’ ES 


| - - - - “WHAT THEY PAY” - - - - 


Based on numbers large enough for an insurance actuary, 
the Polk Surveys go further, dig deeper, come up with 
more cold facts on people and markets than any other sur- 
vey. Sight unseen, Cosmopolitan bought the Pittsburgh 
report, added Columbus and Fresno. “‘Buying Habits’’, or 
**What They Pay”’ is one of the four major divisions of the 
24 Basic Factors in the lives of 123,197 Magazine Reading 
Families, on which are ranked the 15 Leading Magazines. 


National Geographic S- B Ge | Qh thet Rind 
COSMOPOLITAN oo Sh i a Ae we le 
Good Housekeeping . 2 SS ge Mee eh eee 
Literary Digest 46 485535 44 4 
Better Homes & Gardens 663 66 6 6.5 
Saturday Evening Post ce i ee ee 
Ladies’ Home Journal 8 7 7 8 81010 8 
Delineator 9 9131411 9 7 9 
American 11101110 7 8 9 10 
McCall's 12 14 812 9 11 11 13 
Liberty ee NB ely Ele 


Woman's Home Comp. 14 11 10 13 12 14 13 14 
Collier's 10 13 12 11 14 13 12 12 
Pictorial Review 13 12 14 9 10 12 14 11 
True Story 


maker to reader—it must 
be plain that the kind of 
transportation—whether 
first class, second class or 
tourist third —is deter- 
mined by the editorial 
ticket. For nearly 50 years national advertisers 


have bought a ticket that gives thema fast, sure, 


dependable trip to an audience that’s mature 
but not sedate, that’s open-minded but discrimi- 
nating, that’s able to buy and willing to spend. 

Marked with this identifying phrase —‘‘the 
best publication, in fiction, fact and illustration”’ 
—it carries advertisers direct to the COSMO- 
POLITAN audience—to the type of families that 
kept their jobs and kept on buying—to families 
that are in the habit of buying quality goods. 


eanst.s Insermational 


Greater TODAY 


combined with 


zen, (OSMOPO 


Greater TOMORROW 
than Today! 


itan 


57th Street at 8th Avenue, New York 


THE CLASS MAGAZINE WITH MORE THAN ONE AND ONE HALF MILLION CIRCULATION 
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ADVERTISING AGE 


November 12; -19g 


ADVANCE STUNTS 
GAIN LISTENERS 
FOR H-0 SERIES 


Pre-Program Effort Builds 
Juvenile Audience 


Buffalo, N. Y., Nov. 10.—Because 
Hecker-H-O Company, Inc., makers 
of H-O eats and other products, went 
to unusual lengths to assure an audi- 
ence for its current Columbia fea- 
ture, the H-Bar-O Rangers, before 
that program appeared on the air, 
the period of “watchful waiting” 
which usually follows introduction 
of a new radio feature was com- 
pletely avoided, and response from 
listeners was immediate, W. H. 
Thornburg, advertising manager of 
the company, asserted today. 


Stage Cowboy Shows 


For a week before the first broad- 
cast in the new series appeared on 
the air, more than 1,200 husky cow- 
boys made regular appearances in 
the vicinity of kindergardens, ele- 
mentary and high schools, and 
throughout the streets in residential 
sections of cities within the product 
distribution territory of the com- 
pany, sounding the clarion call: 

“The H-Bar-O Rangers Are Com- 
ing!” 

Accompanied in many cases by 
real western stage coaches of the 
Wells-Fargo era, chuck wagons, and 
other vehicles reminiscent of the 
wild west, these realistic cow hands 
made thousands of school children 
in the northeastern and Pacific coast 
states look forward eagerly to the 
initial H-Bar-O Rangers broadcast 
the following week. 


Hold Grand Finale 


To insure the proper pitch of en- 
thusiasm among the juvenile popu- 
lation, the cowboy stunts wound up 


“THE H-BAR-O RANGERS ARE COMING" 


Real wild west atmosphere, with cowboys, pony express riders, stagecoaches and other juvenile thrill- 


getters, featured the pre-program build 


in front of a school in Buffalo. 


-up tor H-O oats' new radio program. This scene was snapped 


with a grand finale of all the cow- 
boys and equipment in each city, in- 
cluding a parade through the streets 
on Saturday preceding the opening 
broadcast on Monday. 

To further publicize the radio fea- 
ture, small space was used on the 
radio pages of newspapers in the 
metropolitan areas covered, as well 
as in the children’s sections of Sun- 
day supplements, and attractive dis- 
play cards were featured in the win- 
dows of grocers handling the prod- 
uct. All advertising was definitely 
designed to appeal to children. 

“Our entire radio plan was formed 
after careful study of other chil- 
dren’s programs on the air, and the 
results of our advance publicity 
stunts confirm the belief of officials 
of the company that adequate pre- 
program audience building is neces- 
sary to obtain best results from any 
radio program, whether the audience 


Typography that 


Sets Up an Ideal 


. - « These well known advertising 


typographers are your assurance of 


correct and economical typography. 


AKRON, OHIO 
The Danner Press 


BOSTON 
The Wood-Clarke Press 
The Berkeley Press 


CHICAGO 
Bertsch & Cooper 
J. M. Bundscho, Inc. 
Ewing Press, Inc. 
Faithorn Corporation 
Hayes-Lochner, Inc. 
Runkle-Th 


DALLAS 
Jaggers-Chiles-Stovall, Inc. 
Stelimacher & Clark, Inc. 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT 
Fred C. Morneau 
George Willens & Co. 


INDIANAPOLIS 
The Typographic Service 


NEW YORK CITY 
Ad Service Company 
Frost Brothers 
David Gildea & Co., Inc. 
Heller-Edwards Typography, Inc. 
Huxley House 
Independent Typesetting Co., Inc. 
Lee & Phillips, Inc. 
National Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Superior Typography, Inc. 
Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 


Typographic Service Co., 
of N. Y., Inc. 


Kurt H. Volk, Inc. 
Woodrow Press, Inc. 


PITTSBURGH 
Edwin H. Stuart, Inc. 


PHILADELPHIA. 
Kurt H. Volk, Inc. 


TORONTO 
Swan Service 


P.S.....1f you are not using a member of the Advertising 
Typographers of America, why not get in touch with one now? 


Advertising Typographers 
of America 


NATIONAL HEADQUARTERS: 461 EIGHTH AVENUE, NEW YORK 


be composed of children or adults,” 
Mr. Thornburg asserted. 


Program Called “Natural” 


The H-Bar-O Rangers program is 
built around incidents in the life of 
eleven-year old Bobby Benson, who 
goes out west to take over a ranch 
to which he is the rightful heir. The 
theme for the series provides a “nat- 
ural” for the product advertised, 
H-O oats, in the opinion of Mr. 
Thornburg. Oatmeal is a health 
food used extensively by cowboys, 
and Bobby’s liking for and reliance 
on “another bowl of this good, hot 
H-O oatmeal” fits in perfectly. 

The program is broadcast three 
times a week over 14 stations of the 
Columbia network in the east, and 
over an equal number of stations on 
the Columbia Don Lee network on 
the Pacific coast. The western 
broadcasts are entirely independent 
of the eastern series, originating in 
Los Angeles, and using a different 
cast. However, the script followed 
is the same. 


Use Merchandise Tie-up 


Because Hecker-H-O Company be- 
lieves that a merchandising tie-up is 
necessary to develop and maintain 
the greatest possible degree of audi- 
ence response with any juvenile pro- 
gram, listeners are invited to join 
the H-Bar-O Rangers Club, with 
membership dues consisting of the 
top from a package of H-O oats. 

Membership in the club includes 
the ranger’s button, the official mem- 
bership certificate, a picture of 
Bobby Benson and his horse “Sil- 
ver Spot,” and a folder showing il- 
lustrations of various pieces of cow- 
boy paraphernalia to which each 
member is entitled upon sending in 
the required number of H-O pack- 
age tops. 


~ The largest 


photo-engrav. 
ing ofganization 
in chicago...... 

makers of 
fine printing 
plates in black 
Or colors... 


NGRAVING COMPAN 
817 W.WASHINGTON BLVD. 
PHONE MONROE 7080 


New Paper to 
Serve Brewing 


Field Started 


New York, Nov. 9.—A new monthly 
magazine to serve the brewing in- 
dustry, Modern Brewery, has been 
announced by Modern Brewery, Inc., 
420 Lexington Ave., New York, a 
corporation formed by Harvey Con- 
over and Burdette P. Mast of Con- 
over-Mast Corporation, publishers of 
Mill & Factory. 

Consolidated with Modern Brewery 
will be The Brewer’s Art, which has 
been serving the field for ten years. 

C. A. Nowak, until recently editor 
and publisher of The Brewer’s Art, 
will be editor of the new publication. 
Mr. Nowak has been connected with 
the brewing field for 22 years. 

The first issue of the new publica- 
tion will appear in January, 1933. 


Kruschen Salts Use 
Class Publications 


Invasion of the class market for 
the first time on behalf of Kruschen 
Salts, product of E. Griffiths Hughes, 
Inc., Rochester, N. Y., started this 
month with initial advertisements in 
Harper’s Bazaar, Vogue, Vanity Fair, 
House & Garden, Cosmopolitan and 
Delineator. 

Copy is substantially the same as 
that used in the past for this prod- 
uct. 


Offer Placement Aid 


The vocational bureau of the Ad- 
vertising Women’s Club of New 
York has extended its services to 
non-members. Inquiries are han- 
dled at 47 West 34th St., the tele- 
phone being Wisconsin 17-5698. 


Sells Aviation Paper 


Harry Schwarzschild, New York, 
has sold Aviation Engineering to 
Byran Davis Publishing Co. He will 
rc to publish Air Transporta- 

on. ; 


Name Norman Waters 


Norman Waters & Associates, New 
York, have been appointed by the 
ard and Scalp Foundation, New 

ork. 


A.C. A. RE-ELE 
W.F.PRENDERGAST 


Toronto, Ont., Nov. 8—W. pF 
Prendergast, Imperial Oil, Ltd., 1% 
ronto, was re-elected president ‘y 
Association of Canadian Advertise, 
at the final session of the anny 
conference here last Friday. 

Vice-presidents named are: W, j 
Henderson, Swift Canadian, 
Montreal; L. R. Greene, Tuckett 1) 
bacco Co., Ltd., Hamilton, Ont.; 1 
M. Raymond, Canada Dry Ginge 
Ale, Ltd., Toronto. 

V. A. Smith, Parker Fountain Py 
Co., Ltd., Toronto, was named tregs. 
urer, and Miss F. E. Clotworthy, 
Toronto, secretary. 

Directors are: 

H. H. Rimmer, Canadian Gener 
Electric Company, Ltd., Toronto; 
G. M. Bertram, Lever Bros., Ltj, 
Toronto; A. M. Miller, Chrysler Co. 
poration of Canada, Ltd., Windsor; 
G. S. H. Carter, Toronto Genery 
Trust Corporation, Toronto; T, § 
Corpe, General Motors Products ¢ 
Canada, Ltd., Oshawa; F. A. McLean, 
Canadian Ingersoll-Rand Co., Lté, 
Montreal; G. W. Morgan, Canadig 
Kodak Co., Ltd., Toronto. 


Rudolf Mosse Adds 
Five More Account 


Five national advertisers in Ney 
York have recently retained Rudo 
Mosse, Inc. 

The agency will use newspapen 
for the Joe Lowe Corporation, Hol 
proof Hosiery Co., Renesol Labon 
tories, Inc., and Michel Cosmetics, 
Inc., and newspapers and magazing 
for Cosma Laboratories. Foreign 
newspapers and magazines will bh 
used for Renesol Laboratories, Ine, 
and Holeproof Hosiery Co. 


Form Financial 
Advertising Firm 

Frosad, Inc., Chicago, has bea 
formed to specialize in the creation 
and distribution of financial adver) 
tising campaigns, with Frederick ¢. 
Dressel, former president of Ce 
tury Press, as president. 

John DeWitt Gray is vice-president 
and treasurer. Harold W. Gibbs, for 
merly with Doremus & Co., is secre 
tary. 


Metz in New Field 


Philip F. Metz, formerly genera 
manager and president of Buffali 
Times, and more recently advertis 
ing counselor for Omaha Bee New, 
has been admitted to partnership in 
the stock exchange firm of Elmer é 
Nettleton, Chicago. 


Refuse Travel Club Cop) 


Chicago Evening American has ath 
nounced that it will no longer accep}, 
classified advertising for “travdy 
clubs” and “travel bureaus” whicly 
make a business of securing passei 
gers for private individuals. 


World’s Fair Tour 


Heath Aircraft Company, Niles, 
Mich., is building a fleet of more 
than 20 planes for a tour of the mt 
tion next spring, advertising A Cet 
tury of Progress, Chicago’s 19% 
world’s fair. 


Have Ten-Cent Brand 

A new ten-cent cigarette, Marvel 
will soon be marketed by Stephati 
Bros., Philadelphia. 


Greve Agency Moves 


Greve Advertising Agency, Inc., % 
Paul, has moved to 240 Hamm Bldé 


—that Pictorial Re- 
view ran more actual 
pages of editorial matter 
—June through September, 

1932—than any other large- 
size woman's magazine ? 
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Yh yp BALTIMORE will buy YOUR 
i “PRODUCTS” 


HERE IS ALOGICAL, POTENTIAL MARKET - 
|| UNHARMED BY THE PERIOD OF STRESS 
THROUGH WHICH WE HAVE PASSED 


rm 
i You may say | 
x ee = == == — 
7 S 2s: = . FESS eS = Vy 
oh = SS = Ss = 2s SS =F 
en =—S = =. = =" SSB ase = 
66 9 
F The Answer is ‘‘Oh Yes” Here’s Why 
=~ Baltimore leads in the issuance of Building Permits, 30% over 1931. 
* Baltimore Bonds are today selling at a higher price than the bonds of the United States of America. 
rt Baltimore’s Department Stores are approximately 10% ahead in sales of the Department Stores of 10 Major Cities. 
Maryland Automobilists in May paid $560,000 in Gasoline Tax, at the rate of 4c per gal. or 10% over the same month of 1931. 
py 5000 more Automobiles were registered in the first 15 days of 1932 than in 1931. 
b.- 63% of all Homes in Baltimore are Occupant Owned. 
ave City and State Balanced their 1932 Budgets. 


The Morton Plant and the General Outdoor Advertising Co. Plant 
recently combined under one name— 


r THE MORTON OUTDOOR ADVERTISING CO. 


35 YEARS’ EXPERIENCE BACKED BY EXCEPTIONAL 
SERVICE ARE YOUR GUARANTEES OF RESULTS 
FROM YOUR ADVERTISING IN BALTIMORE. 


COVERAGE IN BALTIMORE CAN BE HAD FOR $1268.22 PER MONTH FOR 72 LOCATIONS---INTENSIVE OR 
2) | DOUBLE COVERAGE FOR $2537. PER MONTH FOR 144 LOCATIONS---FULL DETAILS ON RECEIPT OF INQUIRY 


er & Io Wilootii 


Baltimesgethe Gateway to the North and South--- 
Washington, Two Hours to Philadelphia 
e and One-Half Hours to New York 


YN OUTDOOR ADV. CO. 


REMINGTON AT 30TH ST. 
8 scent | BALTIMORE, MD. 
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(Foster -dKleiser ) 


COMPANY 


Mr. John B. Goff 
Advertising Counselor 


Knitting Mills 


Mr. Goff says: 


Outdoor Advertising 
has done and is doing a 


fine job for Wil Wite. 


“The Olympic Knitting Mills, Inc., 
manufacturers of Wil Wite Swimming 
Suits and Wil Wite Knitted Sportswear, 
has been a constant user of Outdoor Ad- 
vertising since the inception of its na- 
tional business. 


“Each year has seen an increase in the 
appropriation for this medium—very 
definite evidence of results obtained. 


Retail merchants who feature Wil Wite 
merchandise add approval by their in- 
sistence for local display. That these 
merchants bear fifty percent of local costs, 
except in trade centers, it is obvious that 
local results are satisfactory.” 


Poster Advertising has proven success- 
ful in developing dealer cooperation. By 
inviting your dealers to participate in 
local advertising you will secure closer 
cooperation and greater enthusiasm for 

- your merchandise. __ 


Pacific Coast retailers are enthusiastic 
users of Poster Advertising, for they have 
come to know that this medium is un- 
usually productive. The outdoor medium 
befits an Outdoor population. 


Investigate the Outdoor Advertising 
facilities of Foster and Kleiser Com- 
pany in 600 cities and towns in 
California, Oregon, Washington and 


Arizona. 


Foster ana Kleiser 


COMPANY 


GENERAL OFFICES: SAN FRANCISCO 
Operating plants in California 


Washington, Oregon and Arizona 
Offices in New York and Chicago 


RADIO STATIONS 
CONSIDER MORE 
ACTIVE SELLING 


Exhibit to Feature Annual 
Meet at St. Louis 


Washington, D. C., Nov. 10.—Hav- 
ing gained a fairly accurate idea as 
to the stabilization point for radio 
advertising without benefit of pro- 
motion, the National Association of 
Broadcasters, which will hold its 
tenth annual convention at the Ho- 
tel Chase, St. Louis, Nov. 13-16, will 
contemplate the potential results of 
aggressive selling of the medium. 

John F. Patt, of Station WGAR, 
chairman of the promotion commit- 
tee, will show the association what 
various stations are doing to pro- 
mote either the sale of facilities to 
advertisers or the interest of listen- 
ers. Display material utilized in 
such campaigns will be shown and 
explained at the convention. 

Philip G. Loucks, managing direc- 
tor of the N. A. B., has invited every 
broadcast station in the country to 
be represented at the meeting be- 
cause of the urgent business which 
must be transacted. He listed some 
of the pressing affairs which demand 
united attention as follows: 


Discuss Copyright 


“At Madrid an international con- 
ference discussed new allocations 
in the band from 160 to 1500 ke. 
Should these changes affect in 
any way the band from 6550 to 
1500 ke., a new reallocation may re- 
sult. A complete report on this con- 
ference will be presented Tuesday. 

“Copyright negotiations between 
the N. A. B. and American Society 
of Composers, Authors and Publish- 
ers will be offered at the meeting. 
Copyright discussion is scheduled 
for Wednesday. 

“Equally important is a plan which 
will be offered to guarantee to 
broadcasting stations future stabil- 
ity in the use of music. 

“In addition, more than a score of 
legislative proposals will be consid- 
ered: questions of taxation, rates, 
libel and slander, telephone charges, 
standard forms, merchandising, sales 
commissions and numerous others.” 

Mr. Loucks pointed out that 45 
state legislatures will hold sessions 
in 1933 and will undoubtedly be 
flooded with all kinds of radio pro- 
posals, necessitating eternal  vigi- 
lance by the broadcasters. A plan 
to meet this situation will be dis- 
cussed, as will proposals for im- 
provements in the general organiza- 
tion and expansion of services to 
members of the association. 

Members will gather Sunday for 
the annual golf tournament and for 
registration. A meeting of the board 
of directors will be held Sunday 
evening. 

The first session will be held Mon- 
day morning with President Shaw 
in the chair. Addresses by Strick- 
land Gillilan and Congressman 
James M. Beck of Pennsylvania are 
scheduled for this session. 


F. R. C. Member Talks 


Président Shaw will deliver his 
presidential address at the Monday 
afternoon session, at which other 
speakers will be Harold A. Lafount, 
member of the Federal Radio Com: 
mission, and O. H. Caldwell, editor, 
Electronics, and former Federal 
Radio Commissioner. 

Reports of the managing director 
and the treasurer, and the report of 
Louis G. Caldwell, who represented 
the association at the International 
Radio-Telegraph Conference in Ma- 
drid, Spain, will be heard at the 
Tuesday morning session, after 
which the meeting will become a 
closed session for the transaction of 
association business, including the 
election of officers. 

The Tuesday afternoon session 
will be devoted principally to the 
reports of the following committees: 


Commercial section, H. K. Car- 


penter, chairman; merchandising, 
Harry Howlett, chairman; standard 
forms, Roy Harlow, chairman; sta- 
tion promotion, John Patt, chair- 
man; World’s Fair exhibit, William 
S. Hedges, chairman; engineering 
section, John V. L. Hogan, chairman; 
program section, Edgar L. Bill, 
chairman; and educational, Judith 
Waller, chairman. 

E. K. Cohan, technical director, 
Columbia Broadcasting System, and 
C. M. Jansky, Jr., consulting radio 
engineer, will also speak at this ses- 
sion. 

Hear Committee Reports 


The Wednesday morning session 
will feature reports of Henry A. 
Bellows, chairman, legislative com- 
mittee; Paul W. Morency, chairman, 
copyright committee; and Oswald F. 
Schuette, director, NAB copyright 
activities. 

The final session of the convention 
on Wednesday afternoon will be de- 
voted to the adoption of resolutions, 
installation of new officers, and ap- 
pointment of committees for next 
year. 

Social features of the meeting, in 
addition to the golf tournament, 
will include a smoker and entertain- 
ment as guests of St. Louis stations 
on Monday evening, and the annual 
banquet on Tuesday evening, at 
which St. Louis stations will also 
provide the entertainment features. 


Vermont Farmers Form 
Maple Co-operative 


Confronted with declining volume 
when one large purchaser of maple 
syrup failed to buy the usual quan- 
tity, Vermont farmers have formed 
Vermont Maple Co-operative Asso- 
ciation to market their own product. 

Maple syrup is now being sold in 
glass containers in 3,500 stores in 
New England and New York City, 
with 1,000 more outlets in New Jer- 
sey and Washington, D. C., soon to 
be added, according to Linus Ward, 
manager of the association. 


Tackle Makers Merge 


Ashaway Line and Twine Manu- 
facturing Co., Ashaway, R. I.; Mon- 
tague Rod and Reel Co., Montague 
City, Mass.; and B. F. Gladding & 
Co., South Otselic, N. Y., have pur- 
chased G. H. Mansfield Co., Canton, 
Mass. All make fishing tackle, and 
it is reported that all four companies 
will be merged. 


Runs Cooking School 


A check-up of attendance at the re- 
cent sessions of St. Louis Globe- 
Democrat cooking school at the field 
house of Washington University re- 
veals that the sessions drew the 
largest number of persons ever as- 
sembled in that place, except for one 
series of inter-collegiate basket ball 
matches. 


DeYong Transferred 


Louis W. DeYong, assistant adver- 
tising- manager for Southwestern 
Bell Telephone Co., Kansas City, Mo., 
has been named advertising manager 
for the company in Texas, with head- 
quarters in Dallas. He is succeeded 
in Kansas City by Cornelius Ashley 
of the company’s St. Louis office. 


Royal Widens Lines 


Royal Typewriter Company, Hart- 
ford, Conn., which recently intro- 
duced the Royal Signet, mono-face 
portable, has added the Signet Senior 
to its line. This model is equipped 
with a shift key, and sells for $5 
more than the mono-shift model. 


Pearson Is Promoted 
Alfred Pearson, for two years a 


member of the sales staff of Davol 
Rubber Co., Providence, R. I., has 


User of Small > 
Space Reduces 
Inquiry Cost 


Providence, R. I., Nov. 10.—After 
experiments conducted with smalj 
space in national magazines over 
period of approximately 10 months, 
Davol Rubber Company, manufac. 
turer of sick-room and _ household 
rubber goods, has proven to its ow 
satisfaction that it can secure jp. 
quiries from prospective purchasers 
of its improved nipples more cheaply 
through this type of advertising thay 
through direct mail, upon which the 
company has specialized previously, 

Small space in Good Housekeep. 
ing, True Story, Parents Magazine, 
Physical Culture, and American 
Weekly has been used, offering free 
samples of this product. A tabula. 
tion of returns indicates that ip. 
quiries from these publications cost 
one-third as much as those secured 
through direct mail. 

The Davol advertising budget for 
1933 will equal that of this year, 
Raymond J. Fries, advertising man. 
ager, has announced, with one-half, 
or approximately $50,000, being de. 
voted to the promotion of nipples. 

During the past six months the 
company’s house organ list has been 
expanded from 15,000 to 25,000 to in. 
clude more dealers. 


Value of Window 
Displays Studied 

One out of every nine department 
store windows attracts the atten- 
tion of passersby, a survey just con- 
cluded by University of Pittsburgh 
Research Bureau for Retail Train- 
ing indicates. Other conclusions, 
based upon a study of the windows 
of six large stores in Pittsburgh, in- 
clude: 

Night traffic is one-third of day 
traffic, but the percentage of people 
who look at windows at night is ten 
per cent greater; twice as many wo- 
men as men look at windows; there 
are no outstanding days for window 
shopping; small windows get more 
attention than large ones; and pres- 
tige windows get little attention. 


Increased Advertising 
Is Urged by Abbott 


Charles F. Abbott, executive direc- 
tor, American Institute of Steel Con- 
struction, New York, asserted that 
now is the time to increase advertis- 
ing, rather than decrease it, in a 
talk before Advertising Club of 
Newark, N. J. 

“Those who have made the profits 
during the trying years just passed, 
in most instances have been those 
who have engaged in national ad- 
vertising, whereas those whose pro- 
fits were lacking did little if any ad- 
vertising,” he asserted. “The best 
stabilizer for assured profits is 4 
well conceived and well planned ad- 
vertising campaign.” 


Kill Shopping News 
Local merchants have _ turned 
thumbs down on the proposed Shop- 
ping News for New Orleans, prefer: 
ring to continue their advertising in 
the mediums now used. 


Whittlesey Dead 


Charles B. Whittlesey, former busi- 
ness manager of New London Day, 
New London, Conn., died in Boston 
Nov. 4 following an operation. He 
was 61 years old. 


Kelvinator’s New Line 


New models of Kelvinator Corpora 
tion, Detroit, featuring refrigerators 
at $112 and $149 in Detroit, are being 
advertised intensively in the fall 
sales drive of the company. 
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—that in the great Mid- 
dle Urban Market, where 
less than one-third of the 
people of the United 
States buy 42.5 percent of 
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* 57% Porpeneans of jae 
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tt 
¢- A horse hasn’t the stuff in him, he doesn’t community expanded. Only one 
- come home in the money. All the bets now has the coverage that gets 
s- you lay on him won’t make him any _ sales volume. 
i better. And they don’t pay off on an also-ran! In 1917, the Tribune was third 
Before a horse can pay out forhisbackers, inrankamongChicagonewspapers 4 
- he must be able to run the course. That goes with a 36% daily coverage of the w197 
. for newspapers, as well. families in Chicago and suburbs. 
0 Before a newspaper can sell goods for an Today, with 557% coverage, it is 
~ advertiser, it must sell itself as a news- FIRST. 3 
a paper. Camouflage and conversation can’t During the same fifteen years a a 
d- obscure that fact. If a newspaper hasn’t the the News dropped from a city 
stamina to keep up with its community, it and suburban coverage of 57 per 
just doesn’t have the wallop that advertisers cent to one of 35 per cent. The 
a need. American dropped from 42 per 
e After all is said and done, to get volume of cent to 40 per cent. Every other 
in sales you need volume of circulation—mar- Chicago daily newspaper in exis- 
ket coverage. And no newspaper which has_ tence in 1917 slumped, merged or 204917 35% 
less coverage than it had fifteen years ago— Passed out of the picture. 
s before the war—has the prestige and power The Tribune has been successful. - 
¥, to put over a product or a merchandising in building an advertising medi- Note: Circulations ave averages for six\months’ periods 
~ idea in Chicago and its suburbs. um for retailers and manufacturers ended March 31, and for city and suburban only. 
It may try to conceal its waning influence because it has been successful in 
by discontinuing a long-established prac- Producing and selling a newspaper the than any other daily newspaper reaches, and 
j tice of publishing its circulation figures and Public wants. ———_ Se ——— oo _~ 
by refusing to give them to advertisers, but The Trib 1 ; wo Others comme. 25 5 yay = 
rs j re , ribune places its first duty to ; : 1a 
’ hiding the losses doesn’t put a stop to readers. It is first of alla newspaper which Tribune has the v@lume of circulation—the 
| them. owes no obligation to any individual or — ee gets volume of 
_ Figure it out yourself. Here is America’s special interest—financial, political or other- %#'°S "OF 8 vertisers. 
second largest market. Bigger and harderto wise. It does not tread gingerly in any Ask a Tribune man about the dis- 
sell today than it was fifteen years ago, be- quarter. It does not print write-ups of counts which mean more sales at lower 
fore the war set in motion all the sweeping falsehoods. It does not betray the con- cost in this great market. 
changes which have revolutionized ideas, fidence of its readers by coloring or holding 
habits, business. back vital news. - G: ib 
In 1917, Chicago and its suburbs housed This is the news service which makes the Irdays TI. mie 
748,136 families. Today there are 1,157,677. Tribune the most popular newspaper in THE WORLD'S GREATEST NEWSPAPER 
ifteen years of tremendous growth and Chicago and suburbs. This is the reason FIRST IN CIRCULATION—FIRST IN RESULTS 
only one Chicago newspaper kept pace! why the Tribune reaches 55 per cent of the 
ly one Chicago newspaper grew as its families in this market, 36 per cent more FIRST IN ADVERTISING 
s Chicago Tribune Offices: Chicago, Tribune Tower; New York, 220 E. 42nd St.; Atlanta, 1825 Rhodes-Haverty Bldg.; 
; Boston, 718 Chamber of Commerce Bldg.; San Francisco, 820 Kohl Bldg. 
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Form Company to 
Buy Breweries 


Beverages Incorporated has been 
formed in Boston to take advantage 
of opportunities likely to result from 
changes in the prohibition law, and 
to purchase operating companies. 

Walter A. Carl, formerly chairman 
of the management committee of 
New England Brewing Company, has 
been elected director. 


A & Z Appoints 
A & Z Chain Company, Providence, 
R. I., “Syncroslide” watch bracelets, 
has placed its account with Lanpher 
& Schonfarber, Providence. 


Bamford Joins 
Tracy Agency 

Walter H. Bamford, formerly with 
Carter Advertising Agency, has joined 
W. I. Tracy, Inc., New York, as ac- 
count executive. 

Accounts of Charles F. Mattlage 
& Sons, New York, You-All French 
Salad Dressing and Pilgrim Tatoe 
Crisps, and Thonet Brothers, New 
York, furniture, are now being placed 
by this agency. 


Consolidate Dailies 


Seminole Producer, Seminole, 
Okla., has purchased the News and 
discontinued it. 


Butterick Announces 
“Grocery Trade News” 


Butterick Business Publications, 
Inc., New York, publisher of Progres- 
sive Grocer, has announced a new 
fortnightly publication, Grocery 
Trade News, for executives selling to 
grocers. The publication will appear 
in tabloid newspaper size. 


Grocer Changes Name 


Albert F. Bridges & Co., Chicago, 
wholesale grocer, has purchased the 
name, trade marks, brands and good 
will of Franklin MacVeagh & Co., 
and will use the latter company’s 
name hereafter. 


nunouncement 


THE CHICAGO 
DAILY NEWS 


ANNOUNCES 

| THE ACQUISITION 

OF THE CHICAGO 
EVENING POST 


———— 
——— 


NOVEMBER ADVERTISING LINEAGE IN MAGAZINES 


(Lineage figures for additional publications will appear next week) 


1931 1932 
Atlantic Monthly ..... 14,315 11,422 
Current History ...... 3,517 3,661 
Golden Book ......... 6,594 3,353 
Harper’s Magazine 18,364 12,298 

Total group ........ 42,790 30,734 
Plat 
AMBOTIEBR ccccccccccse 29,543 20,746 
American Boy ....... 10,307 10,052 
American Girl ........ 3,991 3,617 
PE Site acide da eaees 4,078 4,315 
PY BED ccceecvesce 15,671 10,292 
eee 9,705 5,146 
Cosmopolitan ........ 24,857 19,120 
it aeicegbebidame ea 6,723 3,764 
NER «sc tscsannne 4,004 2,184 
DD e4ecktneeseeons 11,042 8,090 
DD. d:nctkines oeaens 14,715 5,095 
Dt pe ntushiceneeens 14,406 6,364 
Motion Picture ....... 13,205 13,078 
Open Road for Boys.. 6,814 8,366 
PE cicciémscbas 17,037 13,011 
Physical Culture ..... 16,529 12,455 
eee 11,783 12,439 
Review of Reviews & 

World’s Work ...... 12,487 8,985 
— aD eee 8,062 2,463 
BertBMer’S .occccccccce 9,139 9,853 

Total group ....... 244,098 179,435 
Women’s 
Delineator .........+. 36,170 27,537 
Farmer’s Wife ....... 11,650 11,263 


1931 1932 
Gentlewoman ........ 6,427 3,585 
Good Housekeeping 59,00 44,203 
Harper’s Bazaar ..... 60,298 43,841 
eer 16,092 9,933 
Household Magazine .. 11,893 7,607 
Ladies’ Home Journal. 72,192 52,188 
i, 47,223 38,980 
Needlecraft .......... 5,270 3,084 
Parents’ Magazine .... 18,666 11,589 
Pictorial Review ..... 32,905 19,024 
eee BOGE accaseccee 32,176 26,461 
Vogue (Semi-Monthly) 83,241 61,302 
Woman’s Home Com- 
"cease 68h > 57,368 37,696 
Woman’s World ...... 9,042 7,689 
—— 
Potal SPOR ..sciess 559,618 405,932 
Weeklies and *Semi- 
Monthlies 
American Weekly .... 85,018 177,398 
Business Week ...... 29,672 20,050 
RTE Kone 0 0ecvecde 91,132 62,130 
se OT CTE 18,822 7,758 
OO SE errr 23,148 20,853 
Literary Digest ...... 33,587 38,495 
New Yorker .......++ 112,653 80,127 


Saturday Evening Post.230,927 135,921 


WE pe cadeese dence’ 67,326 64,189 
*Town & Country..... 53,351 27,214 
Total group .......> 745,636 614,135 


—The Advertising Record Company, 


CONSIGNMENT 
PLAN TESTED 
BY BOURIOIS 


Retailers Act as Agents of 
Manufacturer 


New York, Nov. 10.—In an attempt 
to insure a fair profit for dealers on 
its new “Springtime in Paris” line, 
Bourjois, Inc., has adopted a con- 
signment policy of distribution 
which, if successful, may have far- 
reaching effects upon the merc.van- 
dising plans not only of other cos- 
metic manufacturers, but of manu- 
facturers in other lines of business. 

Under the new plan, merchandise 
is not sold to retailers, but is sent 
to them on consignment, with the 
definite understanding that the 
goods belongs to Bourjois at all 
times, and that the retailer is acting 
merely as an agent. 

The consignment agreement in use 
is closely patterned after that em- 
ployed for many years by General 
Electric Company, the legality of 
which has been approved by the 
United States Supreme Court. 

Approximately $250,000 worth of 
merchandise has already been dis- 
tributed under the plan to 1,100 re- 
tailers throughout the country. 

Since the consignment agreement 
fixes the retailer’s status as an 
agent of the manufacturer, he is re- 
quired to sell the line at the con- 
sumer prices fixed by the manufac- 
turer, which are clearly stated in 
the agreement. 


Expect Plan to Succeed 


While the plan has not been in 
operation long enough to provide 
definite indications of its value, re- 
tailers are reported to view it with 
much interest, not only because they 
are assured of a fair profit on every 
sale, but also because it is unneces- 
sary for them to tie up any capital. 
Department stores, which usually 
exhibit a total lack of interest in 
consignment merchandise, are said 
to be welcoming the new idea cor- 
dially in many cases. The same is 
true of the chain drug store sys- 
tems. 

Under the terms of the Bourjois 
consignment agreement, retailers 
must provide the company with an 
inventory of the products on hand 
each month, together with payment 
for the amount sold, less the agent’s 
commission, which is equivalent to 
the profit a retailer would make if 
he sold toilet goods at their list 
prices, 

The Bourjois company has the 
right, under the agreement, to de- 
mand the return of its merchandise 
at any time, and for any reason. 


Agents are allowed to sell only to 


actual consumers, and sales to other 
retailers or diversion of the goods 
to cut price channels are specifically 
prohibited. 

The company believes that its plan 
is workable, and provides real bene- 
fits to the retailer, but points out 
that the success of the venture de- 
pends entirely upon the co-operation 
which is received from agents. For 
this reason, unusual care is being 
exercised to select only those retail- 
ers who can be expected to live up 
to the agreement in its entirety. 


Radio Listeners 
Write Lavoris Copy 


Lavoris Chemical Co., Minneapolis, 
will pay $20 for the best 50-word 
letters which can be read on each of 
its Columbia radio programs Monday, 
Wednesday and Friday. 

The first and second best letters 
will win $10 and $5, respectively, and 
five others will get $1 each. A label 
must accompany each letter. Black- 
ett-Sample-Hummert, Chicago, is the 
agency for the Easy Aces program. 


Proving the Power 
of Advertising 


Des Moines, Ia., Nov. 10.—There is 
apparently no limit to the power of 
advertising, properly directed. 

In a rape case tried recently in 
Johnson county, Iowa, counsel for 
the defense opened his argument to 
the jury with the statement: “In 
the language of the cigarette adver- 
tisements, nature in the raw is sel- 
dom mild.” 

The defendant was acquitted. 


United Remedies, Inc. 


Appoints Heath-Seehot 


United Remedies, Inc., Chicago, 
has placed all six of its accounts 
with Heath-Seehof, Inc., Chicago 
agency. 

The line includes Peruna, Kolor 
Bak and Germania Tea. 


Heads “Concrete” 


Louis Brookman, Jr., has been 
elected president and treasurer of 
Concrete Publishing Co., Chicago, fol- 
lowing the death of E. E. Haight. 
Fred Porter, formerly treasurer, has 
been named secretary of the com- 
pany. 


A. N. P. A. Bulletin 


Bureau of Advertising, American 
Newspaper Publishers Association, 
has issued a bulletin on newspapers 
and reminder advertising, compar- 
ing the value and cost of newspaper 
space for this purpose with that of 
other mediums. 


Promote “Ring Week” 


Nov. 14-19 has been designated as 
“Ring Promotion Week” by the New 
England Manufacturing Jewelers & 
Silversmiths’ Assn., which is provid: 
ing retailers with mats and other 
promotion. 


Morticians Advertise 


Ryder & Ingram, Ltd., Oakland, 
Cal., has been named to direct ad- 
vertising of Dependable Funeral Di- 
rectors of America. 


altho 
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NEW DODGE 10 
INVADE LOWER 
PRICE CLASS 


Detroit, Mich., Nov. 10.—Dodge 
Brothers Corporation will step out 
of its former price class and bid for 
a volume market with an F. O. B. 
price of less than $700, it was re- 
vealed at a special pre-showing for 
the press here yesterday, when it 
was announced that the new models 
for 1933 will be first publicly intro. 
duced at the time of the New York 
Auto Show, Jan. 7. 

The new car, contrary to previous 
reports, will be a “six.” 

The period until Show time will 
be devoted to presenting the new 
models to the trade through a series 
of regional meetings in 34 key cities. 
The first was held in Detroit today. 

The fact that Dodge will now oc- 
cupy the place in the next-to-lowest 
price class in the Chrysler line for- 
merly held by DeSoto suggests that 
the price of the latter car will be 
either lowered or raised when its 
new models are announced. 


Hold Off for Plymouth 


The Detroit office of Ruthrauff & 
Ryan, Inc., is speeding plans for con- 
sumer advertising which will not 
break until the Show, and details 
of which have not yet been worked 
out to the point where they can be 
accurately deseribed. The purpose 
of withholding public presentation, 
although dealers will be in full pos- 
session of all details except exact 
price, is to focus all attention on 
Plymouth, which will be announced 
to consumers in newspapers and 
magazines Nov. 17. 

Advertising to the trade will be 
carried on largely through talking 
pictures, in addition to direct-mail. 
A talkie, “Front Page News,” star- 
ring the stage and radio comedian, 
Jack Pearl, will describe the car to 
dealers in humorous “reverse Eng- 
lish.” 

There will be five models—5-pas- 
senger sedan; 5-passenger  salon- 
brougham; two coupes, with and 
without rumble, and a convertible 
type coupe. 

Much emphasis will be laid upon 
a new type transmission, which copy 
will claim enables speed changing 
with mere fingertip pressure via a 
“silent gear selector.” The new 
Dodge will also be heralded as the 
first car to use the latest super- 
balloon, doughnut or air-wheel tires 
as standard equipment. Safety-glass 
will be included in all models, and 
all closed bodies will be wired for 
radio. 


ASLIDE RULE for circulation figures 
There are several ways of read- 
ing an A. B. C. statement. There 
is one right way—match the qual- 
ity and method of coverage 
against the location of your poten- 
tial market. Now is the time to 
trim wastage. ARCHITECTURE 
has a Slide Rule for the interpre- 
tation of its Preferred Circulation. 
May we show you how it works. 
Charles Scribner’s Sons, Publishers 


ARCHITECTURE 


Leading Professional Architectural Journal 
597 Firta AVENUE New York 


Bixby in New Field 
Carl L. Bixby, formerly publisher 
and editor of Advertising Displays 
Magazine, New York, and prior to 
that a New York agency executive, 
has joined Carl Percy, Inc., New 
York window display specialists. 


Vacation for Council 


There will be no more weekly 
meetings of the Chicago Advertising 
Council until Dec. 1, when the radio 
department will sponsor a _ session 
under the chairmanship of Morgan 
L. Eastman. 


Refuses Advertising 


Radio Guide, New Orleans, has 
eliminated all advertising from its 
columns. 


Spitalny, North 
Organize Radio 
Talent Bureau 


Chicago, Nov. 10.—H. Leopold Spi- 
talny, musical director for Publix- 
Balaban and Katz theaters in Chi- 
cago, and conductor of the Chicago 
theater orchestra, and Martin A. 
North, formerly with McJunkin Ad- 
vertising Company, have organized 
a radio talent and program bureau 
with offices in the Wurlitzer Bldg. 

The bureau is the first in Chicago 
to provide a complete planning and 
supervising service, in connection 
with the maintenance of a talent 


service. Records are made of all 
available talent and kept on file so 
that sponsors may pick exactly the 
right voice for any part without the 
necessity of interviewing artists. 

Mr. Spitalny enters his new field 
with 20 years of theatrical and musi- 
cal experience at his command, the 
last ten of which have been in his 
present connections, where as part of 
his task, he has staged and super- 
vised at least one complete stage 
production each week. 


Improve List Service 


Standard Advertising Register has 
added a new feature, known as the 
Geographical Edition, to its service. 
The volume has been arranged by 
products heretofore. Now subscrib- 
ers may have their choice. 


Miss Paul Moves East 


Marjorie Paul, food and fashion 
copy writer, has resigned from the 
Chicago office of H. W. Kastor and 
Sons to join the New York staff of 
Young & Rubicam, Inc. 


KSO Joins Network 


Station KSO, Des Moines, Ia., 
which is owned by the Des Moines 
Register and Tribune, has joined the 
Basic Blue Network of National 
Broadcasting Company. 


Sells 51 De Sotos 


G. G. Smith, Evanston, Ill., won 
the De Soto election campaign con- 
test in which 4,500 retail salesmen 
of the automobile firm participated. 
In the three-month period ended Oct. 
15 he sold 51 cars. 


LS ———____ 


THE DES MOINES 
REGISTER and TRIBUNE 


230,221 Daily A.B.C. 208,243 Sunday 


@ Today Iowa is a top-notch oil 
burner market. One manufac- 
turer ‘“‘turn on the heat” and 
as a result has sold forty-three 
percent of all the oil burners 
in use in lowa. 


Sizeable space, consistently 
used in e Register and 
Tribune has contributed to 
this sales record and is helping 
make lowa this manufactu- 
rers’ best territory. 


IEOPLE love to be persuaded 

that it is more economical to 
buy the more expensive article. 
There is something in every one of 
us that longs to be assured that 
cheap things are good enough for 
most people, but not for us. 


If you could see into the soul of 
Mrs. Oliver P. Whortle (pictured 
at the right), you would find that 
her emotions are thoroughly 
aroused. She pants for the costlier 
product whose virtues the sales- 
man has so skilfully painted. It 
looks better, it will last longer, it 
is obviously worth the extra cost. 
Her eyes gleam when she looks at 
it, and she has the money. 


Yet she is destined not to buy it 
in the end. Behind her stands the 


shadow of her husband. And the 
shadow says “No!” 


Mr. Whortle, you see, makes the 
money Mrs. Whortle spends. As in 
most families, he has considerable 
say as to how she shall spend it. 
Most of their purchases are a com- 
promise between his opinions and 
hers. This was one of those com- 
promises. It was made last night, 
at home, when they decided on a 
brand. Mrs. Whortle bought that 
brand. 


Let’s suppose you made the 
product Mrs. Whortle didn’t buy. 
If you could have got Mr. Whortle 
into the store, you could have sold 
him. But Oliver P. Whortle is busy 


hasn’t time to be going into stores 
and doing woman’s work. 


How can you sell Mr. Whortle? 


You can tell him about the 
advantages of your product in 


with less important matters; he 


THE SHADOW OF A MAN STANDS 


ge! 
> 
e 


SHE WANTED TO BUY IT 
BUT THE SHADOW SAID ‘‘NO!”’ 


magazines he reads. There are two 
ways of doing this. One costs a lot 
of money. The other costs no more 
money than you are already 
spending. 

Not interested in the way that 
costs a lot of money? Fine. Let’s 
talk about the other way. Instead 
of advertising to Mr. and Mrs. 
Whortle separately, advertise in 
magazines both of them read. 


The magazines which both of 
them read are sometimes called 
Family Group magazines. Red- 
book is one of them. They are 
edited to interest both sexes. Every 
thousand copies of Redbook, for 
example, are read by 1480 women 
and 1420 men (demonstrable fact). 
And it actually costs 30% less to 
reach the whole family—women plus 
men—through Redbook than it does 
to reach one sex alone through 
other media. 

If you suspect that there are any 
genial sophistries hidden in the 
above, we should be grateful for 
an opportunity to disappoint you. 
Redbook Magazine, 230 Park 
Avenue, New York City. 


BEHIND EVERY WOMAN WHO BUYS 
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Market Biscuit Flour 


Virginia Sweet Foods, Inc., In- 
dianapolis, has obtained distribution 
fer Hasty Tasty flour, ready to bake 
into biscuits with the addition of 
milk or water. It is also introduc- 
ing Batter Cream for doughnuts and 
cookies. , 


KPO Increases Power 


Radio station KPO, San Francisco, 
key station of the NBC Pacific coast 
gold network, has begun censtruc- 
tion of a 50,000-watt transmitter 
which will be put into service in 
April. 


ecco 
\ \ ILLINGNESS 


is the first step toward 
achievement. Desire shapes 
itself into reality. Impossi- 
bilities are unknown because 
a willing spirit takes no 
account of them. Willing- 
ness outranks ability, for 
without willingness there 


would be no ability. 
® Willingness has secured 


many an account for us, and 
craftsmanship, due in no 
small measure to that will- 
ingness, retains them. 

© Willingness is ata premium 
—it always will be. For it is 
the basic impliable law of 
human service. 


Ben C. Pittsford Co. 
Advertising - Typographers 
‘605 South Clark Street Chicago 


OTHERS EDUCATE 
PUBLIC; NORGE 
ONLY SELLS IT 


Chicago, Nov. 10.—At least a part 
of the sensational success registered 
by Norge Corporation, Detroit, is due 
to the fact that it withheld invasion 
of the electric refrigeration field 
until 10 per cent of the country’s 
families had bought, Howard E. 
Blood, the company’s president, told 
the Chicago Advertising Council to- 
day. 

The Norge Corporation was formed 
in January, 1927, after Mr. Blood 
and others had convinced themselves 
that the Rollator principle was sound. 
Though refinements and improve- 
ments were introduced, the company 
could have loomed on the national 
horizon long before 1930, when it 
made its debut. 

The delay was deliberate. The 
company felt that the psychological 
moment for its bid was when costly 
and difficult educational work had 
been completed and the industry was 
entering the following period of ex- 
pansion. 

In addition, its survey indicated 
that companies which enter a field 
too soon have entangling alliances 
to regret in many cases. Norge 
made its bid at a time when the 
star of some types of early refrig- 
eration dealers was setting and radio 
dealers and other capable specialty 
outlets were eyeing the possibilities 
with interest. 


Start at Right Time 


Thus Norge opened its drive when 
public interest was reaching its zen- 
ith and when it had its pick of some 
of the finest sales talent in the coun- 
try. 

Mr. Blood said he was and is pri- 
marily a mechanic, rather than an 
advertising expert. His training has 
taught him to regard selling merely 
as an opportunity to serve the cus- 


| Gor information on 


TRADEMARKS 


How to Select and Register them 
alo HOW TO OBTAIN 
PATENTS * COPYRIGHTS 
Write to 
Clarence A. O'Brien 


Registered Patent Attorney 
523A ADAMS BLOG., WASHINGTON, D.C 


FREE BOOK and FOLDER on Request 
Se ae oe 


Two can live almost 
as cheaply as one... 


‘| 


a day more for two persons at Hotel 
Lexington. For instance, rooms at 
the minimum rate of $3 a day for 


one person, are only $4 a day for two. 

And the Lexington is a new hotel, lo- 
cated in the Grand Central Zone, one block 
from fashionable Park Avenue. 


HOTEL LEXINGTON 


In Grand Central Zone, Lexington Ave. at 48th St. 


NEW YORK CITY 
CHARLES E. ROCHESTER, General Manager 


| 


tomer, and not as a bit of sleight of 
hand. 

Mr. Blood described the Norge 
Marathon, which provided visual 
proof of the company’s contention 
that the Rollator will outlast many 
competitive lines. A Norge rotary 
compressor was connected with a 
cooling coil and run for a year under 
abnormally severe conditions. Micro- 
scopic measurement showed that 
there was no appreciable wear on 
the three moving parts to which the 
number had been reduced from eight. 
The first year’s test was concluded 
in August, 1927. The Rollator was 
then reassembled and has been run- 
ning ever since in good condition. 

Economy was the other sales point 
confirmed by this experiment, which 
showed, Mr. Blood said, that the Rol- 
lator eats less electric current than 
many of its rivals. 


Carry Cut-away Models 


The slow movement of Rollator 
parts is one reason for its durability 
and salesmen have demonstrated this 
point to prospects by carrying cut- 
away models. Though each weighs 
15 pounds, no complaints have been 
received, Mr. Blood describing sales- 
men’s enthusiasm as “Rollator re- 
ligion.” 

Touching on dealer policies, the 
Norge chief said a study convinced 
the company that what the dealer 
needed was a fair profit and fewer 
models on which to dissipate his en- 
ergies. Accordingly Norge concen- 
trated on three sizes for domestic 
refrigeration. 

Advertising, running primarily in 
newspapers, has stressed “See the 
Norge before you buy,” giving Norge 
salesmen a chance to test their 
prowess. 

The result of all this, Mr. Blood 
said, is that the company is now in 
fourth place in the field, having 
passed many older rivals. Business 
this year will approximate 95 per 
cent of 1931 volume “and has been 
handled at profitable prices.” 

Norge advertising, planned by 
Cramer-Krasselt Co., Milwaukee, was 
displayed on panels at the meeting. 


Columbia in Detroit 


Columbia Broadcasting System, 
Inc., has opened a Detroit office at 
902 Fisher Bldg. Webster H. Tay- 
lor, formerly vice-president of Camp- 
bell-Ewald Company, is in charge. 


Joyce to Eastern 


T. Frank Joyce, formerly in the 
publicity department of Boston & 
Maine Railroad, has joined Eastern 
Advertising Co., Providence, R. I., as 
vice-president and general manager. 


Sheridan to “News” 


Phil Sheridan, formerly with Mac- 
Manus, Inc., and at one time with 
Campbell-Ewald Company, has joined 
the advertising staff of San Fran- 
cisco News. 


Advertise Dra-pleat 


Dover Manufacturing Company, 
Providence, R. I., has appointed 
Lanphor & Schonfarber, Providence, 
to handle advertising of its new 
product, Dra-pleat. . 


How House to House 
Advertising 


° * Sold 
Hamburgers 


You’ve seen those “White Castle” 
Eating Houses. 


ite an idea—and a wonderfully 
ert organization too. hen 
“White Castle” wanted to boost the 
sale of Hamburgers they “hit” on 
a novel plan. It’s but one of the 
many ways in which House-to- 
House Advertising can be used. 


We'll be glad to tell you about the 
idea—and how this form of adver- 
tising can be applied to promote 
the sale of your product or service. 


Big 4 


Advertising Carriers 


18 East 8th St. Ch‘cago 


QUALITY APPEAL 
IS WORTH WHILE, 
A. STEIN FINDS 


Chicago, Nov. 10.—The success of 
A. Stein & Company in holding its 
market is demonstrated by the ad- 
vertising theme stressed for a month 
prior to the election—‘There are 
enough men wearing Paris Garters 
and Suspenders to elect the next 
President, easily.” This result is due 
in no small degree to rigid adher- 
ence to quality standards and re- 
fusal to enter the “bargain price” 
parade, in the opinion of Joseph M. 
Kraus, advertising manager of the 
company. 

Pointing out that other successful 
companies have made comparable 
contributions to their industries and 
to their dealers by refusing to swerve 
from the merchandising path they 
know is best, Mr. Kraus asserted: 

“We have planned our activities 
with definite faith that the future is 
only the past entered by another 
door. We didn’t do much original 
thinking to figure that out so we can 
lay little claim to unusual planning. 
But I do feel we were lucky to be 
fortified with sufficient courage to 
see our policies through—and to 
avoid the tremendous temptation of 
frequently negating what our best 
experience indicated was our safest 
procedure. 

“When the clamor for cheaper 
goods, regardless of quality, was at 
its height, we decided to calmly de- 
cline to become involved in the mael- 
strom. Instead we determined to 
improve our products wherever pos- 
sible. And, furthermore, we felt it 
would be good business to announce 
our position clearly to the trade.” 


Started a Year Ago 


Mr. Kraus exhibited a handsome 
book, entitled “The Future.” It was 
published by A. Stein & Company a 
year ago—and on Jan. 2, 1932, placed 
in the hands of their sales represen- 
tatives to read to their trade. It 
was designed to refresh the success- 
ful dealer’s memory with the funda- 
mentally sound policies which had 
helped build the business of A. Stein 
& Company and their own. It was a 
real contribution to foster a cour- 
ageous merchandising spirit among 
their customers. 

“Among those not present in 
1937,” the book warned dealers, “will 
be many who, today, are sacrificing 
hard-earned reputations for depend- 
able service by trading down, down, 
down.” CS 

In emphasizing the fact that most 
of the dealers who have adapted 
their policies of stressing quality to 
those of the Company have made 
money year after year, through good 
times and bad, the book asserted 
that today more men are wearing 
Paris Garters than any other ten 
brands combined. It added signifi- 
cantly, “Most men cannot even name 
another brand.” 

“What is Paris advertising?” asked 
the book, giving this answer: 


Supports Industry 


“First of all, it is constant rather 
than spasmodic; it has been designed 
to reach the millions rather than ‘to 
impress the trade.’ It has been origi- 
nal rather than stilted; it has been 
unselfish, doing the job for the entire 
industry whenever necessary rather 
than promoting Paris merchandise 
only; it has assumed leadership and 
clothed itself with the authority and 
dignity of that supremacy.” 

Supporting these assertions with 
specific examples, the book reviews 
some of its achievements in these 
words: 

“Paris advertising in 1917 first 
featured garters at $1 per pair. Then 
Paris advertising blazed the famous 
challenge to your customers: ‘it 
Garters were worn around the neck, 
you’d change them oftener.’ The ef- 
fect was almost electrical. Men be- 
came more garter-conscious and be- 
gan buying garters more frequently. 


Every dealer and the entire industry 
profited. 

“Paris later advertised garters at 
$2 per pair, something never before 
attempted. What was the big idea? 
To make it easier for dealers to selj 
garters at 50 cents and $1 a pair. 

“Did the plan work? It did. 4 
few years ago, when the college faq 
of going garterless made its appear. 
ance, Paris inaugurated its famons, 
‘She said “‘No”’—no sox appeal with. 
out Paris Garters’ campaign, and 
succeeded in putting garters back op 
the legs of young college men and 
those who thought they were col- 
legiate. Did this work? Did it re 
vive the garter business? It did.” 


Other Lines Described 


How intelligent and courageous 
merchandising has made the Hickory 
line for women and children as profit- 
able for the trade as its big brother 
“Paris” has been is also related. The 
book gives this final word to dealers: 

“A, Stein & Company is an enter. 
prise—not an institution. Its achieve. 
ments of the past belong with yes- 
terday—only the benefit of experience 
is carried into tomorrow’s work. 

“A, Stein & Company products 
must be quality products, produced 
by satisfied workers, they must be as 
right in style as they are right in 
quality and right in price; they must 
be sold to dealers who choose them 
as worthy of their endorsement; they 
must give the consumer just a little 
more than he expects and provide 
a worth-while profit for the dealer; 
they must be packaged attractively 
and amply and consistently adver- 
tised.” 


Fashions Susceptible 


to Many Influences 


Modes of transportation, architec- 
ture, and even wars affect fashions 
in wearing apparel and home furnish- 
ings, Mrs. Mary Brooks Pichen, New 
York fashion expert, told Women’s 
Advertising Club of Providence, R. I, 
last week. 

“Every war,” Mrs. Pichen said, 
“has created fashion. Already we 
see the influence of the Chinese-Jap- 
anese struggle in the trend toward 
Chinese motifs in decorative art, il- 
lustrating that students of fashion 
must also be students of world af- 
fairs.” 


Plan Campaign for 
New Type of Celery 


Celery Growers’ Association, Grand 
Rapids, Mich., is laying plans for a 
campaign on a new disease-resisting 
celery to be known as Michigan 
Golden. 

Michigan growers market a $2,500,- 
000 crop in normal years, and it is 
claimed the new variety will greatly 
increase this. Tests by Michigan 
State College pathology department 
will be featured. 


Advertising Man 


Elected Senator 


Louis Murphy, Dubuque, Ia., who 
was swept into office as Iowa’s jun- 
ior senator in the Democratic land- 
slide Tuesday, is a former manag- 
ing editor of Dubuque Telegraph- 
Herald and Times-Journal. 

For many years he headed the 
Dubuque Billposting Company, out- 
door advertising agency. 


Has Aspirin Account 


Through an error, the story in the 
Nov. 5 issue of ADVERTISING AGE re 
ferring to retailers entering the “as- 
pirin war,” contained the name of 
the wrong agency in connection with 
Squibb aspirin advertising. Soule, 
Feeley & Richmond, Inc., is the 
agency for this account. 


Graham Doubles Sales 


Total automobile sales of Graham- 
Paige Motors Corporation for the first 
nine months of 1932 were 96 per 
cent ahead of the same period last 
year, Charles W. Matheson, general 
sales manager, has announced. 


Beggs Appoints 


Beggs Manufacturing Company, 
Chicago, proprietary remedies, has 
placed its account with Hurja-John- 
son-Huwen, Chicago. Newspapers it 
selected cities will be used. 


“Press” Appoints 
Bryant, Griffith & Brunson, Inc. 
has been named national representa- 
tive of Springfield Press, Springfield, 
Mo. 
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THE ESSENTIAL OF SUCCESSFUL MERCHANDISING 
NOW APPLIED TO NATIONAL ADVERTISING 


Good merchandising consists of having the right product—at the right price, at the right place, and offered at 
the right TIME. You have the product, rightly priced, nationally distributed. The new McCall’s offers you the 
fourth essential—RIGHT TIMING. Your advertising in the new McCall’s is TIMED, by its position and its relation 
to editorial matter, to strike home at the most favorable moment. This new alignment of advertising and text 


—homemaking advertisements with articles on the home—apparel 


and toilet goods advertising in the magazine on Style and Beauty 
—capitalizes the interest of the reader in related subjects and is the 
surest and quickest way of moving people to. action, of creating 
buyers from readers. “YES,” you may say, “Better for the advertiser 


in making sales— 


B U T_ do your readers like it—how do they respond”? 


Since the new McCall’s appeared in October they have been saying 
an unsolicited YES at the rate of more than 200 letters a day. 

We knew they would approve. We knew it from years of 
experience in making McCall’s suit their every need and interest. We 


knew it from ringing doorbells, talking with hundreds and thou- 


sands of the 2,250,000 women who live on McCall Street. But their 
wholehearted response, their enthusiasm, was a surprise even to us. Some of their letters, picked at random, have 
been put into a book. They tell a story every advertiser, who would make profitable use of this new dimension 
in national advertising, should know. If you haven’t received your copy, we'll gladly send you one. It is called 


YES... and Yes, it is, because reader interest is intensified in the new McCall’s—in editorial content—in advertising. 


M& A MAGAZINE FOR WOMEN 
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New York Club 
Committees for 


1933 Are Named 


New York, Nov. 9.—Specialized ac- 
tivities of the Advertising Club of 
New York for the 1932-3 season will 
revolve around the following commit- 
tee chairmen: 

Advertising agency, F. R. Gam- 
ble, executive secretary, Amer- 
ican Association of Advertising 
Agencies; advertising and graphic 
arts, H. L. V. Parkhurst; agricul- 
tural, Philip Zach, eastern manager, 
Capper publications; business con- 
sultants, Harry W. Alexander, Board 
of Industrial Counselors, Inc.; busi- 
ness papers, Andrew J. Haire, presi- 
dent, Haire Publishing Co.; direct 
mail, Henry Hoke, business manager, 
Postage and The Mailbag; drug and 
toilet goods group, Jerry McQuade, 


tional Bank; industrial advertisers, 
Edwin C. Mayer, vice-president, Rick- 
ard & Co.; international business, Al- 
len H. Seed, Jr., vice-president, S. 
S. Koppe & Co.; magazines, Earle L. 
Townsend, Golf Illustrated; market- 
ing and distribution, L. D. H. Weld, 
McCann-Erickson; motion picture, 
Francis Lawton, Jr., president, Gen- 
eral Business Films; national adver- 
tisers, E. D. Thornburgh, advertising 
director, Postal Telegraph-Cable Co.; 
newspapers (national), George A. 
Riley, vice-president, American Press 
Association; newspapers (local), Don 
U. Bridge, advertising director, New 
York Times; outdoor advertising, 
James O’Shaughnessy, vice-president, 
Outdoor Advertising, Inc. 

Public utilities, Clarence L. Law, 
general commercial manager, New 
York Edison Co.; radio advertising, 
Charles F. Gannon, Erwin, Wasey & 
Co.; research, Daniel Starch, director 
of research, American Association of 
Advertising Agencies; retail adver- 
tisers, Sheldon R. Coons, vice-presi- 


Lawrence J. Engel, vice-president, 
Einson-Freeman Co., Inc. 


Doubles Appropriation 


The advertising campaign spon- 
sored by New England Council this 
year, pointing out the recreational 
advantages of New England, has been 
so successful that the appropriation 
will be doubled next year. 


Penney to “Times” 


After ten years as advertising di- 
rector of San Francisco Call-Bulle- 
tin, W. R. Penney has returned to 
Los Angeles Times as sales super- 
visor for retail, general and classi- 
fied advertising. 


Cassidy’s New Work 


J. Lester Cassidy, formerly vice- 
president of the Dannemiller Coffee 
Co., New York, has joined S. A. 
Schonbrunn & Co., New York, as 
sales manager. 


Open Chicago Studio 
World Broadcasting System has 


opened a production studio at 400 
W. Madison St., Chicago. 


vice-president, Topics Publishing Co. 
Financial advertising, Frederick 
W. Gehle, vice-president, Chase Na- 


dent, Lord & Thomas; specialties, 
Edwin A. Shank, president, E. A. 
Shank Sign Co.; window displays, 


Mail Group Elects 


Mary Murray was elected presi- 
dent of Mail Advertising Service As- 
sociation of Portland, Ore., at the an- 
nual meeting. Other officers are, 
George Gulley, secretary-treasurer, 
and Harriett J. Schrumm, vice- 
president. 


Women Have Bulletin 


Council of Women’s Advertising 
Clubs, of which Helen M. Rockey is 
chairman, has announced its own 
inter-club publication, a mimeo- 
graphed bulletin issued “now and 
then” with the assistance of A. F. A. 
The first issue is dated Nov. 1. 


Phillips Shows Profit 


Phillips Petroleum Company, 
Bartlesville, Okla., reports net pro- 
fits of $374,206 for the first nine 
months of 1932, compared with a loss 
of $2,410,252 during the same per- 
iod last year. 


Celebrate Election 
Adcraft Club of Detroit celebrated 


election night with a party for mem- 


bers and guests at the Statler Hotel. 


What! 


only Mt. Everest? 


What’s a mere “unscalable” 
mountain to one who is do- 
ing “impossible” things as a 
matter of daily routine? 


HEN “‘impossible’’ things must be done; when the 

fate of a campaign hangs on the performance of an 
“unreasonable” request, agencies turn to Rapid as the 
one organization keyed to the production requirements 
of today. 


We get orders such as this: ‘‘Here is pattern and list 
of 800 papers; see that electros reach them in four days.” 


In ordinary production terms, this is an “‘unreason- 
able” request. In terms of Rapid’s production facilities, 
it is a work-a-day job. 


It has become almost axiomatic that the production 
department is the sacrificial goat for the sins of the copy 
and art departments. Production time is always too short. 
Rapid is keyed to this ‘‘too short”’ production time. It is 
equipped and manned to keep agency production mana- 
gers from going wild. 


Because of this time element, and because of the unvary- 
ing quality of Rapid-made electros, we are serving the 
country’s largest advertisers—as becomes the country’s 
largest electrotyping establishment. 


Whether your order is large or small, no matter where 
you are located, we can serve you in an unusual man- 
ner. Just tell usr—how many, where and when. 


he 


RAPID Chitole a 


BRANCH OFFICES 


New York, Chicago, Philadelphia W. H. KAUFMANN, President 


CINCINNATI 


RECIPROCITY IN 
MERCHANDISING 
WINS ADHERENTS 


Old Dutch One of Many to 
Practice It 


Chicago, Nov. 6.—Old Dutch Cleans. 
er’s color page in the Nov. 6 issue 
of The American Weekly, featuring 
“plumbing fixtures by Kohler of 
Kohler,” directed attention to the 
extensive application of what one 
expert terms “the Rotary Club prin- 
ciple” of reciprocity in merchan- 
dising. 

The Cudahy page in The American 
Weekly, picturing a gleaming and 
attractive bathroom, was almost as 
much an advertisement for Kohler 
as for Old Dutch Cleanser, though 
paid for entirely by the latter. It 
constituted Cudahy’s bow of thanks 
to Kohler for the latter’s recom- 
mendation of Old Dutch Cleanser to 
users of its equipment. 

While this recommendation was 
merely implied in the advertisement, 
it is a good deal more solid than 
this. Kohler, with many other 
manufacturers in other lines, has 
found Old Dutch an effective and at 
the same time, safe, cleaner. There- 
fore, it believes it is doing a good 
turn for itself, as well as for Cudahy 
by suggesting the use of Old Dutch 
to its patrons. 


Identifies Other Products 


Through Roche, Williams & Cun- 
nyngham, the Cudahy Packing Com- 
pany’s agency, the company has fre- 
quently carried out this idea of reci- 
procity. It recently featured an 
electric refrigerator in a page adver- 
tisement, identifying the maker, who 
in turn, attaches a tag to his product, 
suggesting to the user that the best 
interests of all concerned will be 
conserved by cleaning the enamel 
with Old Dutch Cleanser. 

The plan has been executed with a 
stove and several other household 
products to the mutual profit of the 
manufacturers on each side of the 
fence. 

This principle has been widely 
adopted in other fields—just how ex- 
tensively will never be known with- 
out a survey of the most exhaustive 
nature. The Formfit Company, Chi- 
cago, attaches a label to its corsets 
urging the buyer to wash the gar- 
ment only with Palmolive Beads. 
Colgate - Palmolive - Peet Company 
helps increase its sponsor’s sales 
with an occasional flattering refer- 
ence in its advertising. 

A well known New York beauty 
expert believes Lux washes dishes 
with least damage to hands and she 
advises her patrons to that effect. 
Lever Brothers recently reciprocated 
by featuring this celebrity in one of 
its advertisements. 


Other Examples 


Lever Brothers also work closely 
with manufacturers of washing ma- 
chines, which may explain why one 
recent sale of the Faultless Electric 
Washer offered “a whole year’s sup- 
ply of Rinso free with every Fault- 
less Washer.” 

So many other examples of reci- 
procity are available that it is evi- 
dent that the advertiser who has 
failed to travel this path has over- 
looked a powerful sales weapon. As 
one pointed out: 

“Anything we say about our owl 
product is bound to be discounted to 
some extent. When the same good 
things are repeated by a manufac: 
turer whose sole interest lies in the 
perfect operation or long life of his 
own product, they are accepted at 
face value.” 


Two Join Drug Paper 
Howard Stephenson, formerly 45 
sociate editor of Toledo News-Beé, 
has joined American Druggist, New 
York, as managing editor. Harold 
W. Hutchins, formerly with Drug 
gists Circular, has been named ass0 


ciate editor of the publication. 
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A NEW KING OVER EGYPT. 
WHICH KNEW NOT JOSEPH 


Jour was the earliest Big Business Man in History, 
first ofthe Local Boys to Make Good in the Big City. 

Kid from the country, go-getter among the Egyp- 
tians, Joseph was the first outsider to head the old 
family firm of Pharaoh. 

When Pharaoh dreamt of seven fat kine and seven 
lean, it was Joseph who solved the dream; foretold the 
bad times following the good, and became the Babson 
of the B. C. Business Cycle. 

Joseph initiated corporation reserves. In a depres- 
sion he bought up a competing firm, made it pay 
20% dividends. 

- Joseph was a big—and good—business man. 


J OSEPH was a great advertiser, with a natural bent 
for publicity, and a lot of good breaks. 

His adventures after leaving home were colorful. 

He refused to step out with the boss’s wife after 
business hours. His unusual conduct occasioned 
favorable comment. 

He returned good for evil—which is always news. 

He refused to raise prices during a scarcity—which 
made a big hit with the customers. 

He took care of the old folks when he made his pile. 

All his life, he had the flair for doing the dramatic 
thing at the right time. 

After a lifetime of success and wide fame, he died. 

Israel and Egypt had cause to remember him 
forever. But shortly after his death... . 

“There arose up a new King over Egypt which 
knew not Joseph.” 

And after seventy years of uncommon prosperity, 
the favored Israelites began to take it in the neck! 


J OSEPH died three years ago! 

When the business weather turned bad, many 
favored firms of the Joseph era put up the storm win- 
dows, turned down the lights—to wait for better times. 
For many of them better times will never come again. 
Their plants, practices and policies come closer daily 
to obsolescence. Their favored markets are drying up. 
Their principals no longer run businesses, but main- 
tain mausoleums. 

Three years is a short time to build a reputation, 
but a long timein which to lose one. The great sluggish 
mass mind, the deep public consciousness, grows like 
a glacier, accumulated by seasons of snows and 
repetitious rains. Slow to move, in moving it is irre- 
sistible, inexorable. But it can melt quickly. 

We learn slowly, forget fast. 


A name in commerce, unfortunately, is not writ in 


everlasting bronze. More likely, it is set in light bulbs, 
which must be changed regularly and replenished, 
to shine brightly. It is a paper poster, which fades in 
the rain, tatters in the wind, unless it is renewed often. 


I, 1s a fact, if temporarily forgotten, that advertis- 
ing works even in hard times; makes customers for 


Now THERE AROSE UP 


the advertiser when there are fewer to be made; holds 
old markets and enters new ones. 

The real business leaders have been—and still are— 
advertising; keeping old customers mindful, and 
seeking new ones. The curfew hour is close at hand 
for the others. Many of the past performers must 
advertise now—or forever hold their peace. 

For while Goliaths slumber, there are small Davids 
in the backyards of business, practicing with their 
slingshots, and getting to be pretty fair shots. 

And each day, there is an increasing generation 
which knows not Joseph. 


I: YOUR past appropriation of seven, or even six, 
figures is only a memory—take hope. Small money 
can do big things these days! 

National advertising—unless you have national 
distribution and national sales—is an expensive illu- 
sion. Limit your advertising to the markets which are 
still alive! 

And if you appraise markets truthfully and 
knowingly, there is one outstanding first! An old 
market but always new—New York City. 

Nobody ever arrived at this market’s saturation 
point—unless he kidded himself. New York has always 
had more business to give than you have ever got! 
And has today! 

New Yorkisstill America’s first and best market; still 
the font and starting point of American custom, habit, 
influence and opinion. It still has more customers, 
and more prospects than any other metropolitan 
market. Hard times have not dissipated its vitality. 
Bad years have not consumed its consumption power. 


As the prosperity indices rise, New York will precede 
them—as it is already doing! 


Aenve advertising representation in this market 
was never worth more—and never cost less! 

Because ONE medium, alone and by itself, will 
advertise to New York. One medium will carry your 
selling message to a majority of New York families, 
move your goods through a majority of New York out- 
lets, keep your memory green and yoursales sprouting. 

That medium is The News! The largest circulation 
in America is larger, more comprehensive, more in- 
fluential than ever. The News alone in New York has 
grown in circulation in the year past! 

The small News page continues to magnify adver- 
tising; to bring more visibility and reader attention 
to advertising copy; to deliver more of the message. 

And the News milline, based on a 1928 circulation 
250,000 copies below the current circulation, is at 
rock bottom—and lowered still further by a tem- 
porary 5% rebate now in force! 

For better business today, and tomorrow; for the 
value they offer now, and the potential they hold— 
consider carefully—New York, and The News! 


THE ld NEWS 


NEWYORKS PICTURE NEWSPAPER 


220 EAST FORTY-SECOND ST., NEW YORK 
Tribune Tower, Chicago+ K ohl Building, San Francisco 
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ADVERTISING AGE 


PHOTOGRAPHIC 
| REVIEW OF THE 
WEEK 


BUDWEISER RETURNS TO TIMES SQUARE 


Fe es gee” “ 


With the unveiling of the spectacular display (above) at Broadway 
and 46th St., New York, Nov. 4, Budweiser returned to Times Square 
for the first time since the advent of prohibition. The new sign can 
be heard as well as seen, a set of Westminster chimes being included. 
Officials explain that while the sign advertises malt, it can be changed 
to beer without much trouble. Below is a picture of the company's 
pre-prohibition showing in the same territory. 
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IMMERSED IN A WATERY GRAVE 


To demonstrate that the interior of a properly constructed grave 

vault really is dry, E. N. Lupfer, president, Springfield Metallic Casket 

Co., rigged up this hoisting device which immerses a stock vault in a 

tank of water. At the opening of the company's Philadelphia branch, 

almost 1,000 persons took part in the demonstration, which has also 
been staged at conventions throughout the country. 


TAKING ADVANTAGE OF POLITICAL ACTIVITY 
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Theo. Hamm Brewing Company, St. Paul, tied up with political activity on the eighteenth amendment 
with this outdoor message suggesting that beer and prosperity belong together. McCord Co., Inc.,, 
Minneapolis, is the agency. 


: PIONEER MAKES USE OF "DOUBLE PURPOSE" PACKAGE 


3 Soe oe engi * ee: Rage se toe 
csi oe ae Ba : x ais mae ee ee 


For speeding up holiday sales of belts and garters and to put these necessities in the gift class, 
Pioneer Suspender Co. is using these "after use" boxes, molded by American Insulator Corp. of 
orange-scarlet and black Durez. 


“DIRECTS MEETING 


PICKED AS ONE OF 100 BEST PHOTOGRAPHS 


Lee H. Bristol, vice-president, Bris- 
tol-Myers Co., and president, Asso- 
ciation of National Advertisers, who 
will preside at the annual meeting in 
Atlantic City next week, at which 
“plain talk" on current problems will 
be the order of business. Addresses 
by James W. Young and Dr. Miller 
McClintock will be important fea- one 
tures of the meeting. 


This photograph, made for Kester Solder Company by Wolff & 
Cooley Studios, Chicago, through Aubrey & Moore, was picked as 


the 100 best at the exhibit of National Alliance of Art and 
Industry, New York. 
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